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TOMAN PRODUCTS

THE MOST
POPULAR

LINE ON THE
MARKET TO-DAY

There’s no secret about the ever increasing popu-
larity of Toman reproducers and tone-arms.
Finer performance and greater value—that’s the
explanation. Made of the finest selected metal
alloys, constructed on latest scientific principles,
and tested at every stage of manufacture—
Toman Products just can’t help being right!
And Toman Dealer Helps help you sell these
- o fine products. Not only selling to Dealers, but
This R ot helping Dealers to greater volume and profits by
coior window or stimulating consumer demand—that’s the Toman
ﬁ?)urc‘;ixrsuxcnaer\f’ il idea. The two color window card and eight page
consumer folder shown here are two of the most
recent sales aids for Toman Dealers. If you are
not now enjoying the profits to be had from the
fast selling Toman line, write at once for an
outline of our generous Jobber and Dealer policy.

The Toman No. 2
Reproducer—the most
beautiful Reproducer
ever designed.

Eight page consumer
folder giving com-
plete description and
prices of Toman
Products.

AUl Toman Products are reasonably priced. i
Guaranteed quality inside and out. Samples
sent promptly upon request.

E. Toman & Company

2621 West 21st Place CHICAGO, ILL.
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Get it Retter with 1 QGrebe

The Complete Grebe Line

at the Trade Show of the Radio Mfrs. Assn.
Stevens Hotel, Chicago, June 11 to 15 incl. 1928

Grebe Synchrophase List Price
A-C Six (less tubes) $22750

An A-C operated receiver with dis-
tinctive Grebe improvements for bet-
ter local and distance reception that
will instantly appeal to the buyer.

Grebe Synchrophase e e
Seven (less tbes) 3145

A receiver of such superiority that it
will always be an outstanding leader.

Grebe Synchrophase List Price
Five tless tubes) 5105

A ready seller that offers unusual
opportunity for quick turnover and
substantial profits.

Grebe Synchrophase

C Six

Send for Booklet T
It fully describes the exclusive
selling points of the Grebe
Synchrophase A-C Six.

List Price

Grebe Natural Speaker $35

A Grebe-made speaker that affords
the final touch of perfect reception
to any receiver.

List Price

Grebe No. 1750 Speaker $1750

Grebe quality in a speaker that may
be sold at a low price without sacri-
fice of volume or tone quality.

We're looking forward
to seeing you at onr
Booth 65A at the
Trade Show.

CHROPHASE

TAADE MAGK ACO U§, PAT. OFF.

s .A-C Six
RADIO

(A A. H. Grebe & Co., Inc., 109 West 57th Street, N. Y. C.

Factory: Richmond Hill, N. Y. Western Branch: 443 S. San Pedro St., Los Angeles, Cal.
Makers of quality radio since 1909
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Panatrope Musical Effects
... Yet its price is only $25

Slightly Higher West of Rockies

New -Type Horn
increases tone range
more than 100%
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The horn, exclusive
of the tone-arm,
of the Brunswick
Portable if straight
would be thelength

pictured here.

RE you getting your share of Portable
Don’t miss the unusual
opportunity offered you in Brunswick’s

business?

new Portable. Here is a musical develop-
ment whose sales importance can scarcely
be overestimated. Much of the deep bass
effect of the Brunswick Panatrope is at-
tained in this superb little instrument. It
offers more and better music than even the
costliest of the old-style phonographs.

Push this Brunswick Portable through

the summer months. The $2¢ price gives
you a decided advantage over competition.
While a summer leader, the Brunswick
Portable is more than merely a source of
summer entertainment. Many music
lovers who cannot afford the larger models
of new-type instruments will gladly pay
$25 for a Brunswick Portable. A Portable
sale usually means a new record customer
—don’t forget that.

Brunswick meets every musical need: — The Brunswick Panatrope, and Panatrope

with Radiola, Brunswick Electrical Records . .

. and now BRUNSWICK RADIO!

THE BRUNSWICK-BALKE-COLLENDER CO., Chicago, New York. Branches in all principal cities
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Prxce Twenty-fxvc Cents

The Radio Season Opens

HE 1928-1929 radio season opens officially this
month. The Fourth Annual Radio Trade Show
and Convention of the Radio Manufacturers’ Asso-

ciation in Chicago, and the more or less “private” exhibits
"of new radio products by manufacturers bring before the
wholesale and retail trade of the country the latest products
—both radio receiving sets and accessories—in which are
incorporated improvements and

The only way for a merchant to make an intelligent selec-
tion of the radio receiving sets and accessories best suited to
That is, the dealer
must compare the various products as to merit, price, talking
He should select a line with a thought to the service
the receiver may require. The firm behind the product
also is important. All factors should be carefully consid-

ered. Mistakes are always

his purpose is to select by comparison.

points.

refinements devised by some of

the best engineering brains of
the country. That radio this
year will be better than ever
there is no doubt. Many manu-
facturers are presenting lines
of distinction and merit at
prices that should prove attrac-
tive to the public. Retailers
from practically every State in
the Union are in Chicago to
make personal inspections of
the new lines. However, thou-
sands of merchants will not be

Every Dealer Should
Read These Articles

Features the Classics—An article
filled with valuable
tion. . .................... (Page 4)

Broadcasting Builds Radio Sales

Selling Records to the Collegians

Develop New Sales Fields—By
J. M. Schlacter.

.......... (Page 16)

costly and pull down the retail
merchant’s profits from radio.

The Future

Given the right merchandise
dealers sliould profit in the
Radio has
gradually reached the point
where it is distinetly up to the

informa-
months to come.

(Page 6)
dealer whether this phase of
(Page 8) his busin ess is satisfactory.
Many of the vexatious prob-

lems over which the dealer had

able to be present at the RMA
Trade Show and Convention.

Read and Think

For this reason as well as
for the benefit of the dealers

Florida Travels the Road to Busi-
ness Recovery— By Arthur
Smith.................... (Page 20)

Do You Know Your Costs of

Operation?—By Robert L. Kent
(Page 30)

From Twenty Lines to Four—By

no control in the past have
either been entirely elimninated
or they have been partially
solved, so that outside influ-
ences no longer make the seri-
ous inroads on profits that nul-

lified the merchandising effort

who are fortunate enough to be BogaS tewant i e < ous R 33) of the retail trade. This is truly
in the “Windy City” during Su;'::rgtzrs‘o:rofits—By Leslle(P A.40) the day of high-grade products
................. age

Show Week, The Talking Ma-
chine World, in this issue, de-
scribes the new products of the
manufacturers—tlhiose who are

White.

Creating a Record Demand for
Finest Mustc—By

and equally first-class merchan-
dising. The two go together.
Eliminate one or the other and
is bound to suffer.

W. Braid

. (Page 42) !
business

exhibiting at the Trade Show

This is a fundamental fact. No

as well as those who have no
exhibits. Whether you, Mr. Dealer, are at the Show or stay
at home, read this issue of The Talking Machine World.
Now is the time to decide the importaut questions, “What
lines shall I handle the next year? Which products offer
the best possibilities for sales und profits in my particular
territory? Will another line of radio prove an advantage?”
The descriptions of the new lines in this issue give you
the vital information you need. What may be the best line
for the dealer a thousaund miles distant from you may not
be a sales factor locally. Each dealer should be conversant
He must know the radio
needs and preferences of the people who make up his com-
nmunity. He must cater to the public.

with his local radio problems.

longer will the public purchase
People lave become more discrim-
inating. There are many fine sets on the market. They
select the model suited to their desires and purses. The
dealer who handles a well-rounded stock and makes a serious
bid for business will get the cream in his territory. But be

any kind of radio set.

sure you have lines that will give yon a fair chance to get
your share of the radio business in the face of the keen com-
petition that every dealer faces at the present time. Re-
markable changes have taken place in radio in the past year.
The AC set has become the big gun of the industry. Other
refinements have been made which may have an important
bearing on your future radio business.
doing.

Know what you are
Analyze the new products in this issue.

See second lust page for Index of Articles of Interest in this issue of The World

S



FEATURES

the

CLASSICS

Specializing in the Best Rec-
ords Steps Up the In-
dividual Sales

20
P R
5

Based on an Interview With Joseph
F. Brogan of the Gramophone Shop
A April 2, to be exact, the Gramophone

Shop opened for business at 126 East
Forty-first street, New York City, specializing
in records of the best type of music and with
a catalog of more than 500 titles of imported
records, recorded in Europe, and not to be
found in the listings of any of the American
record manufacturers. William H. Tyler and
Joseph F. Brogan, the proprietors of this es-
tablishment, both veterans in the metropolitan
retail music field, have long felt that there was
a need for a shop which would cater to the
lover of music who finds the same fascination
in collecting the best in recorded music as does
the book collector who cherishes first editions.
That they were right in their surmise is evi-
denced by the fact that on July 1 the Gramo-
phone Shop leaves the small store in which it
had its beginning and proceeds to new and
considerably larger quarters.

The present site of the Gramophone Shop is
small, about nine by eighteen feet, and contains
but one demonstration booth, a small counter
and three cabinets for records. Nevertheless,
during the past two months, record sales have
averaged over $1,000 per week, and the sale of
several high-priced talking machines has
brought the sales totals for this period to a
most satisfactory volume.

A 5,000-Record Stock

About 5,000 records are carried in stock, of
which 2,000 are contained in album series. The
balance of the stock includes records issued
singly by domestic companies and record manu-
facturers in France, Italy, Germany, England,
Spain and South America. The Gramophone
Shop is a selling agent for the National Gramo-
phonic Society of England, and in order that
these recordings may find a permanent place
in the libraries of their customers, Messrs.
Tyler and Brogan have had albums made up
so that purchasers who so desire may complete
their own sets of recordings.

A Specialized Service

Naturally before opening this establishment
both the proprietors engaged in a long period
of studying the foreign record output and com-
piling lists of the “cream” of the various cata-
logs. Their opening announcement, entitled “A
Message to Musical America,” contained on the
inside cover of the catalog of imported works,

LITTLE more than two months ago, on

SHIP TO————
e

How SHIP———

TERMS ——
SALESMAN- —_—

Facsimiles of Sales Slips of the Gramophone Shops

tells best the aims and purposes of the estab-
lishment. It reads in part: “To the lover of
music we offer a service based upon many years’
experience, during which recorded music has
been not only our business, but a real hobby.
We have scanned all the foreign catalogs,
searched musical journals for notices of new
releases, and have spent months in various Eu-
ropean musical Art Centres looking for records
of important works. We have found many, and
listened critically to them all. The astounding
wealth of material which we have discovered
has resulted in the Gramophone Shop.

“QOur intimate knowledge of foreign records
has enabled us to eliminate titles which elicit
high expectations, but upon hearing turn out
to be ‘dead wood’ because of unsuccessful
recording, which, as we all know, is sometimes
inevitable. Rather do without a favorite work
than compromise with an inadequate recording
of it. A successful one is bound to appear
later.”

Large Sales to Individuals

Perhaps the most interesting feature of the
business done at the Gramophone Shop is the
amount of the average unit record sale. A
check-up of the sales figures over a week’s
period disclosed the fact that the average sale
netted a few cents over ninteen dollars, an al-
most unbelievable figure when compared with
the average unit of the majority of dealers. The
fact, however, that over 99 per cent of the rec-
ords sold are of the album type, or of a num-
ber of classical recordings account for this high
figure. A glance at the sales slips reproduced on
this page will give an idea of the type of sales
which are common at the Gramophone Shop.
These slips are exact copies taken from the
sales book. They were selected at random and
represent neither the highest nor lowest in-
dividual sales. Transactions ranging from a
few dollars to a hundred dollars are not un-
usual, and the customers are lovers of music
in the true sense, and look forward to the re-

4

lease of new recordings and are constantly add-
ing to their collections of fine records.
Mailing List a Sales Builder

In order to maintain a satisfactory volume
for the type of recordings sold by the Gramo-
phone Shop it is, of course, necessary to have
an active mailing list. Buyers of album sets
and higher-priced records are fewer in number
than dance music enthusiasts and purchasers
of popular music. The territory served is with-
out limits because of the unusual character of
the merchandise carried, and competition from
other dealers, not only in New York City but
throughout the entire country, is confined to a
few stores.

To announce its message to the public the
Gramophone Shop decided to put on an adver-
tising campaign, but to select carefully the me-
diums used so that the fullest possible benefit
would result from the advertisements. News-
papers would not be entirely satisfactory be-
cause of the limited appeal of the merchandise
being advertised. Messrs. Tyler and Brogan
finally decided to use space in the ‘“Music
Lovers’ Phonograph Monthly Review,” which
confines itself solely to matters phonographic,
and full-page advertisements have appeared in
the past few issues of this publication, listing
the latest imported records. A smaller adver-
tisement also appears in “Creative Art.” Both
of these mediums have proved their efficacy,
for numerous letters have been received from
all sections of the country requesting catalogs,
and in dozens of cases checks were enclosed
for specified albums that were advertised.

Favorable Publicity

Another factor which has helped spread the
reputation of the Gramophone Shop is that sev-
cral of the musical magazines recognized the
opening of the establishment as being worthy
of mention in their editorial columns, and
many requests for further information and
catalogs were received through this source.

(Continued on page 9)
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On Brunswick

Only

Another Evidence of Brunswick
I 1orson B o | Leadership
is the Highest-Priced '

Entertainer
in the World

The world’s highest-paid entertainer records for
BRUNSWICK EXCLUSIVELY

OLSON records cost no more than recorded imitations of

Jolson by lesser artists. East-West- North-South, wherever

’
There’s a year'round demand vou may go, the American public knows Jolson through his Vita-

for Jolson Records phone production of the “Jazz Singer.”” These same people want
Jolson records—procurable only on BRUNSWICK Electrical
“My Mammy” ... “Dirty Hands! Dirty RECor G
Face!”—with Abe Lyman’s California . ) ) )
Orchestra. 3912 Brunswick’s one-standard-price-policy—all 1o-inch records 74
* ; cents; all 12-inch records $1.00—Popular and Classics, gives the
“Mother of Mine, I Still Have You” ... greatest money-buying value on the market.
“Blue River” 3719
% % ok

2—Two good selections on every Brunswick Record —2
“Back in Your Own Back Yard” . ..

“Ol Man River” (irom “Show Boat”).
3867

¥ % ¥ 0
“Four Walls” ... “Golden Gate” 3775

THE BRUNSWICK-BALKE-COLLENDER CO., Chicago, New York. Branches in all principal cities



Broadcasting
Builds Radio Sales

be deeply interested in the progress of
broadcasting, for improvement in this
direction means a more general interest in radio
and, consequently, greater sales volume. Radio
itself would be worthless were it not for the

EVERY retailer who handles radio should

© Underwood & Underwood

year a number of outstanding programs are be-
ing arranged that should have a marked effect
on sales. One of these is the broadcasting of
the proceedings of the Democratic and Repub-
lican National Conventions at Houston, Tex,
and Kansas City. The campaign speeches of

T
= I KANSAS B
g e o,

Intense Interest in the Political Conventions for the Selection of Presidential Candidates This
Year Should Result in Increased Radio Sales

fact that the receiving set makes it possible
for the individual to receive entertainment or
instruction or information via broadcasting.
The tremendous strides made in broadcasting
during the last few years has had a more im-
portant bearing on radio sales than most deal-
ers realize. From the status of a device that
proved interesting chiefly because of its nov-
elty radio has beconie an instrument that graces
the hontes of the poor, the rich, the cultured
and uncultured. Why? Because the variety of
programs and their excellence as well contains
something of interest to every strata of society.
The public is willing to pay for anything that
increases the richness of living, and radio does
that to a point undreamed of a few years ago.
Important events in the world of politics,

The National Players Studying Script for One
of the Sunday Evening Biblical Dramas Heard
Through the NBC Network

sports, broadcasts by world-renowned artists,
etc.,, have all contributed to the popularity of
radio. The individual dealers have profited
most who capitalized these programs and made
them the basis of their sales campaigns. This

the selected candidates for the office of Presi-
dent of the United States will be broadcast un-
til the election in November. This “hook-up”
will undoubtedly be the most elaborate in the
history of radio, and 1nillions of people in this
country and every other nation on the globe
are expected to listen-in. Many who do not
possess radio sets will make their purchase in
time to ‘“get” these broadcasts. The National
Broadcasting Co., which is in back of the broad-
cast of the programs of the conventions, is
arranging now for a hook-up of more than sev-
enty stations in the United States, so that the
proceedings will reach every city, town and
hamlet in the country, as well as the isolated
farmers, and others cut off from civilization,
who can tunc in provided they arc fortunate
e¢nough to own a radio set. There are many
who have not purchased a set, and right here is
the dealer’s opportunity. Sell them on the
strength of the interesting programs to come

The plans for the convention broadcasts call
for more than 10,000 miles of spccial radio
telephone circuits to carry the news of the con-
ventions to broadcasting stations from the At
lantic to the Pacific and fromn Canada to Mex-
ico. These include two parallel transcontinen-
tal lines. The two large short-wave stations
in Pittsburgh and Schenectady will relay the
programs to foreign lands where they will be
rebroadcast from the principal stations through-
out the world.

Under the direction of Graham McNamee, a
large staff of announcers, aided by political ex-
perts and reporters, will send the news out over
the wires as it occurs, and there will be micro-
phones so placed as to catch every phase of
the proceedings. A battery of microphones at
the platform will take the speeches, others will
relay the band music, and still others will be
scattered about to cover the cheering, turmoil
and color of the crowds.

6

One of the features of the broadcasting will
be a change in method from that employed four
years ago. At that time, the announcers mere-
ly reported the votes as they came in, and
turned on the crowd or the band between bal-
lots. This year, the “dead” spaces will be filled
for the most part with analyses of the preced-
ing events by trained political observers, avoid-
ing the ballot-after-ballot monotony of previous
convention broadcasts. :

According to M. H. Aylesworth, president
of the National Broadcasting Co., the expenses
of this entire arrangement will be footed by
the company, as a part of its regular public
service program.

This is only one of several outstanding pro-
grams scheduled for the coming months, and
the vast amount of interest in radio developed
by this program can hardly be estimated. It
means dollars and cents to the retail trade,
however, and the tie-ups should be vigorous
and sustained. A special sales campaign pre-
ceding the actual events should be the method
employed. It is an opportunity that comes but
seldom for an industry to profit by an event
that is not directly connected with its own
progress.

Manufacturers of radio are spending huge
sums of money each year to bring before the
public via the ether programs that are of wide
interest. They are doing this because they real-
ize that good programs more than any other
single factor, aside from efficient receiving ap-
paratus, will build sales. If the dealer is pros-

perous the manufacturer stands to gain.
Another program that will mean thousands

@© Underwood & Underwaod
The Dempsey-Tunney Fight in Chicago. These
Boxing Contests Have Become Leading Broad-
casting Events. The Effect on Radio Sales of
Heavyweight Fights Means Cash in the
Pocket of the Aggressive Dealer

of dollars in the pockets of the dealers is the
forthcoming heavyweight championship fight in
New York. Last year when Dempsey fought
Tunney in Chicago dealers all over the country
sold sets on the strength of the interest of the
public in the outcome of the contest. Millions
of men, women and children listened to that
dramatic seventh round in the seclusion of their
own homes. The same will be true this year,
and just as many dealers reported the few

(Continued on page 9)
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No. 635 Stromberg-Carlson
}I'reasure Chest.

ZENNN G2
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o~ Features of
e = Construction
- The new No. 635 Stromberg-

Stromberg~Carlson |=5sEs
sisting of five UY-227

one UX-171-A and one

sheet steel of sutlicient height

StrOI‘nbcrg-CarlSOD TONE e to cnclose all wiring. High

at a surprisingly ATTRACTIVE PRICE ’ quality audio amplification

Carlson Treasure Chest em-
An A.C. TUBE Receiver with the famous UX-280. Chassis base of
system. Uniform amplifica-

This new Receiver marks the success of long experi- I clom Freenrbtne dhe G
g

mentation by Stromberg-Carlson engineers in producing a
Receiver having the convenience and simplicity of A.C.
Tubes with all the glorious tone quality for which Strom-
berg-Carlsons are celebrated.

Designed and priced for the average home this new
Stromberg-Carlson rounds out a dealer’s line of high quality
Receivers. Handsome in cabinet work—a beautifully
grained American Walnut: extremely sensitive; highly selec-
tive and producing fine volume over the entire tuning range
from 200 to 550 meters it provides a remarkable instru-
ment at a very reasonable price.

Like other Stromberg-Carlsons the provision for phono-
graph operation gives it added value. It is totally shielded,
tunes with a single selector (illuminated), is entirely self-
contained and operates from any A.C. lighting current,
using no batteries nor liquids.

Altogether, a Receiver which opens immense new sales
possibilities because of its price, and gives additional de-
sirability to the Stromberg-Carlson line.

StroMBERG-CarLson TeLEPHONE MrG. Co , Rocuester, N. Y.

broadcast band.

All windings enclosed in
compact metal casings and
filled with sealing compound
to protect against moisture
and mechanical damage.
Metal casings finished in
beautiful rich mahogany.

Handy Phonograph Pick-up
Jack. Volume control, single
knob varying two resistor
units.

Stromberg-Carlso

Makers of voice transmission and <voice reception apparatus for more than thirty years.
R




SELLIN G RECORDS

COLLEGIANS

ALKING machine and record manufac-

turers in advertising their products use

a variety of mediums, so that the cover-
age of readers will include as many of the popu-
lation of the country as possible. Because of
this, advertisements are included in ‘newspapers,
national magazines, class publications, foreign
language newspapers, theatre programs, con-
cert hall and opera house programs and a
variety of other mediums, with the copy de-
signed to best appeal o the reader of the maga-
zine in which the advertisement appears. While
it is true that the campaigns now being used
by the larger companies come close to being
100 per cent efficient in reaching the buying
public, there is a market which, while including
readers of some of the mediums specified above,
has its own publications, and up to the present
comparatively little has been done to directly
appeal to this market through the use of their
own publications.

The market referred to is the collegiate world,
which at the present time numbers about 1,000,-
000 members. In a census taken to cover this
field in 1925-1926 there were 508,714 men stu-
dents, and 312,338 women students, and during
the past two years the number of students has
grown tremendously. The experience of the
Columbia -Phonograph Co., in reaching col-
legians to sell the Viva-tonal Columbia phono-
graph and Columbia New Process records
should prove interesting.

About two years ago, this company, certain
that there was a market in colleges for its
products, started to advertise on a small scale.
The company realized that colleges, especially
those located in the smaller cities and towns,
are exceedingly self-sufficient in providing their
own recreation. In the dormitories, fraternities,
an.d rooming houses, college life and college
spirit center. Every fraternity house has a
phonograph, many students have the smaller
cabinet models or portables. Records in large
quantities are purchased every year by these
phonograph users. real live, wide-awake
market—a market, too, that knows its stuff—is
there for the producers of records and phono-
graphs.

to the

After studying the situation the Columbia
Phonograph Co. decided that the best way
to reach this market would be through the
medium of college publications, the stu-
dents’ own newspapers and magazines. But
after selecting the media, what should be
advertised? Do the colleges provide a
market only for jazz or is there a demand
for the classics, the compositions of great
composers and for standard selections?
What type of phonograph is most popular;
tlie portable or cabinet? If the latter, will
the student’s choice be for a radio com-
bination, an electrical reproducing instru-
ment for records only, or for the straight
phonograph without electrical features?

After careful research and study of these
problems the advertising department of the
Columbia Phonograph Co. found that while
“popular” music was in greatest demand there
was also a strong and growing demand for such

music as is included in the Columbia Master-
works Series. It was also discovered that many
records were sent home by students as gifts on
-uch occasions as Easter and Mother’s Day. As
to phonographs, it was found that while the
general public is favoring the radio com-
binations and electrical reproducing instru-
ments, in the colleges the portable predom-
inates in popularity, although there is a nice
market for the more expensive cabinet
models as well,

Having secured these facts, the Columbia
advertising campaign places greatest em
phasis on the popular dance and vocal
records and on portable instruments. "he
other classes of records and phonographs
are not neglected, however. Special adver-
tisements on Christmas records, Master-
works and phonographs are used.

After choosing media and after determin-
ing the copy appeal, the next question was the
copy to be used. Again careful study was
necessary. From this it was found that an ad-
vertiser should not try to be too “collegiate”

8

nor on the other hand too staid. A careful
mixture of the two is being used, resulting in
copy that sells—copy that is short and snappy
and is appealing to the college reader.

The illustrations on this page are reproduc-
tions of those used in the Columbia Phono-
graph Co.'s advertisements in college publica-
tions. The text matter in the advertisements
varies to a great degree, but the following are
typical of the written message used:

When the Midnight Oil Burns Brightest

When trunks and bags are pulled from their hiding-
places and the midnight oil burns brightest in prepara-
tion for one of life’s great moments—the Christmas home-
coming—there will "be tucked away in the corners of
these traveling impedimenta many a Christmas gift, sym-
bolic of college life, for the folks and friends at home.

No gift at Christmas is more acceptable than a gift
of music that you have chosen. The popular songs that
the fellows sing, the latest hits of the great dance or-
chestras to which you dance, all available on Columbia
New Process records, Electrically recorded the New
Way, paints a picture that endures through years.

Among your Christmas gifts this year be sure to in-
clude Columbia New Process records.

Another ad of a different type reads:

Examination Blues

Chase away those flunking blues. A tranquil
mind surmounts mental hazards

One of the best ways of tuning up to exam. pitch
is to listen to smooth, peppy music—the sort that Columbia
supplies in any desired quantity.

Apply a needle to some of the latest vocal or dance
numbers. Hear Ted Lewis, Leo Keisman, Art Kahn, The
Singing Sophomores, or any of the famous Columbia art-
ists. Examination Blues will fold their tents like
the Arabs.

The Yale News Pictorial was the first pub-
lication selected by the Columbia Co. to in-
augurate its campaign. Quarter-page space was
used. Whitlock’s, a New Haven dealer, ran
tie-up advertising, and with the co-operation of
this store, the campaign was a success from the
start. The demand was most satisfactory. The
increase in sales of Columbia products in New
Haven was so encouraging that the company
decided to add mediums connected with Brown,
Princeton, Harvard and Pennsylvania to the list.

The reception in each of these umniversities, and

the increased business done by Columbia deal-

ers catering to the students was most gratifying.
(Continued on page 37)
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A Radiotron {
for evers puspose |

RAQIOTAGK UX210
PR il

ki There are 20 types of RCA
R Radiotrons, each especially de-
mosgn signed for a particular purpose.
e For each use the designated
RIS RCA Radiotron is recognized

RACIOTAOM Uv.ar
P

oI o.cn as the standard of performance

T sended by radio experts and manufac-
tubes are raued

—— turers of quality recciving sets.

Every Radiouon 1s inspected and tested in 41 diffesent ways be-

fose w leaves the great laboratory-factoncs where it is made by

the engineers of RCA, Westinghouse and General Electtic— the
expens ho made modemn broadeasting possible. Equlp your set
with RCA Radiotcons. Never usc new tubes with old ones that
have been in use a year o more. See that your ser is completely
cquipped with RCA Radiotrons once 3 year at leas:

RCA Radiotron

MADE BY THE MAXNERS OF THE Rabidla

Lisk for b1 mark
e rbrey Rudisiren

RADIO CORPORATION OF AMERICA N EW €HiIcAGO
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RADIOLA 18—Operates directly from che lighting circuit—110 volt, 60 cycle A. C.
Employs RCA alternating-current Radiotrons with recifier Radiotron. Mahogany cabinet
in walnut finish. $115 (less Radiotrons)
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Broadcasting Builds Radio Sales of the Retail Trade

weeks preceding the fight the most prolific in
the history of their businesses so, too, this

The Maxwell Group, an

year will business gain by leaps and bounds.
The time to get after prospects who are in-

(Continued from page 6)

clined to delay their purchases is immediately
before these or any other unusual programs that

vertising and sales talks. To the lover of fine
music mention the names of the great artists

Aggregation of Radio Entertainers Who Have Won Nation-wide Popularity

are most likely to interest them. Emphasize
the features of the programs in direct mail, ad-

scheduled to broadcast; to the fight fan men-
tion the fight, etc. Tie up intelligently.

Specializes in the
Finest Recordings

(Continued from page 4)

At the present writing there are on the books
of the shop about 800 names of customers and
prospective customers who have evinced a de-
sire to receive information on all releases re-
ceived at the store, making such requests in
person when making purchases, or by having
written in and asking to be so informed.
Fully 50 per cent of these people live outside
of New York City and transact their business
entirely by mail. Records sent out of town
are packed in specially-made wooden containers,
and to date not one complaint has been re-
ceived that records were broken in transit.

Sell the Leading Lines

Although the imported records in which the
Gramophone Shop specializes form a great pro-
portion of the stock, domestic releases are not
neglected. Victor, Columbia, Brunswick and
Odeon records are carried, and bulletins listing
cach month’s releases are sent out regularly.
Although popular and dance recordings at the
present time form less than 1 per cent of the
record business, they are carried in stock, and
the latest releases of the lighter music can al-
ways be obtained.

While the advertising which has been done
by this establishment has been successful to an
unusual degree, a big factor in the store’s suc-
cess has been the publicity given it by satisfied
custouters who by word-of-mouth advertising
to their friends have contributed greatly to the
ever-growing clientele. Direct mail has also
helped to sustain the store's activity, for in ad-
dition to sending out the regular bulletins of
domestic records, post cards describing a com-
position or a series of works are sent to the
entire mailing list whenever a new shipment
of records is received from abroad.

Experienced Merchandisers

Both Mr. Tyler and Mr. Brogan are well
qualified to conduct the business in which they
are engaged, and that, in the final analysis, is
the real reason for its rapid success. Mr. Tyler
has been connected with the talking machine
and record business for about fifteen years, and
has held positions with Landay Bros., Lord &
Taylor and the New York Band Instrument Co.
among others. Mr. Brogan has had about the
same length of experience, and was during that
period with the talking machine department of
the Knabe Piano Co., Wanamaker's New York
store, and with the New York Band Instru-

ment Co. So much for experience; more im-
portant is the fact that both are musically in-
clined and are well versed in matters musical
Readcrs of The Talking Machine World will
recollect that last Fall an article appeared in
these columns giving Mr. Brogan’s views on the
retail music business in several European coun-
tries. Mentioned in that article was the fact
that over a period of two months or so, on
cvery night of his stay in Europe, with the
exception of nights spent traveling, Mr. Bro-
gan attended a concert, opera or one of the
festivals in the Continental capitals. Mr. Tyler
is similiarly inclined, so there is no wonder
that music lovers prefer to shop and buy their
records from salesmen who not only know
their stock but can converse intelligently upon
compositions, composers, artists and the latest
developments in the musical world.

Post & Lester Co.
Fada Distributors

1

Post & Lester Co, prominent New England
distributing house, with units in eight cities in
that territory, has been appointed by F. A. D
Andrea, Inc., to handle the Fada line as whole-
sale distributor. Negotiations were concluded
after a series of conferences and visits of Post
& Lester Co. officials to the Fada plant in
Long Island City.

A unique feature of the internal organization
of the corporation is that there are nine di-
visions in eight cities, each operating as an in-
dependent unit and separate company, and lo-
cated as follows: Boston, Providence, two in
Hartford, Springfield, Bridgeport, New London,
Waterbury and New Britain

New Atlas Plywood Plant

!

The Atlas Plywood Corp. has started opera-
tion of its tenth assembling plant at Grand
Rapids, Mich, to provide daily service to new
customers. This is the fourth new assembling
plant started by Atlas during the fiscal year.

Active for Hoover

'

E. C. Summers, vice-president of the Vin-
cennes Phonograph Co,, formerly secretary to
Herbert C. Hoover, has been appointed chair-
man of the Knox County Hoover Association.
Mr. Pratt, also of the same company, was
pamed city manager in Vincennes, Ind.

A. K. Bulletin Urges
Increase in Contact

“The More People a Retail Salesman Ex-
poses Himself to the Greater Will Be
His Sales,” States Bulletin to Dealers

)

"See more and sell more” is an excellent
slogan for every talking machine and radio
dealer and his sales staff to adopt. It is an
accepted fact that the more people a sales-
man sees the more sales he will make. A bul
letin to this effect was recently sent to dealers
by Ernest Ingold, Inc, Atwater Kent distribu-
tor of San Francisco, Cal. The excellent ad-
vice contained in it impressed the Atwater Kent
Mfg Co., and a reprint of the bulletin was
sent to all A K. dealers. The lulletin reads:

“Here is a principle which is well known to
cvery successful specialty retailer or distributor
in the country. Ask any seasoned washing ma-
chine salesman, vacuum cleaner salesman, auto-
mobile salesman or sewing machine salesman
and he will tell you that the following observa-
tions are correct:

“The more prospects or the more people who
are even not prospects, that a retail salesman
cxposes himself to, the greater will be his sales.

“Every retailer who 1is getting results is
directing his salesmen in a definite line that
will bring them in contact with people who may
buy. Never mind whether they have a set or
niot— 1t is the contact between the salesman
and another that brings a prospect, either by
the direct contact or through one developed by
the acquaintance made. A definite follow-up
on salesmen, requiring them to make a report
each night on how many prospects or contacts
they made or how many people they have in-
terviewed that day, will be highly beneficial.

“You who have worked selling crews will not
be surprised at the results. Those of you who
have not worked crews along definite sales lines
will be astonished at the way “sales increase
through the direct contact method.

“It is a known fact to everyone successful
in the specialty selling field that if a salesman
calls on enough people in a day he cannot help
but make sales in spite of himself.”

Song Shop Opened

The Song Shop, recently opened at 6824
Culver boulevard, Culver City, Cal, is handling
music, talking machine records, the Freed-Eise
mann and Arborphone radio and pianos.
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The Dealers DO Know

We Proved It with
AUDACHROME

The Chromatic Reproducer

“ HEY won’t know the difference,” declared a certain

talking machine manufacturer—referring to the
trade and its ability to distinguish between superior and
ordinary reproduction.

We are very happy to report that he was wrong. We
proved it conclusively, with AUDACHROME. We found
that the average music merchant does understand not only
musical merchandise, but also the difference between real
ACCEPT NO IMITATIONS music and mere sound.

Every Audachrome and every
other Audak instrument bears
a protective tag like this—

your guarantee!

In every case where AUDACHROME was tried and com-
pared with other reproducers, the dealers recognized the
tremendous superiority of AUDACHROME, at once. They
listened; their EARS caught the difference, the wonderful

_ faithfulness, the realism of this scientific instrument—and
Y e T Tehead the verdict in favor of AUDACHROME was unanimous.
AUDAK
REPRODUCERS It was a treat to see hard, practical business men
actually enthralled by a salesman’s demonstration.
e Listening first to AUDACHROME, then to some
AUDACHROME ‘ other soundbox — comparing — going back over
e $10 certain difficult passages again and again—exactly
POLYPHASE like retail purchasers.
s List $§-50 : : -
| ek Yes, the music trade is critical.
‘ €€ 1 »”
; i« $§-50 Dealers do “know the difference.
REVELATION
Lis S50

o The AUDAK

565 Fitth Avenue
“Makers of High Grade Electrical and
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the Difference!

HEER merit and nothing else

has made AUDAK instruments the stand-
ard by which others are judged and valued.
And AUDACHROME has taken its place at
the head of all AUDAK reproducers, making
the dealer himself marvel that musical inter-
pretation could reach such
a high degree of accuracy

and realism.

Cabinet or
Portable—
Any Machine
Equipped with
an AUDAK
REPRODUCER
Is a High
Grade Machine

AUDACHROME

“The Standard by Which All
Others Are Judged and Valued”

COMPANY

New York, N. Y.

Acoustical Apparatus for More Than 10 Years”

11

Volume requisitions for AU-
DACHROME are still keeping
us on the hop. Orders from
four continents now lie before
us, awaiting their turn. Over
the world is spreading the
name and fame of this excel-
lent interpreter of music and
speech.
* *

Summer is with wus. That
means outdoor recreation for
kiddies and grown-ups, too.
Outdoor recreations and music
go hand in hand. PORT-
ABLES! Idea number one.
AUDAK equipped! Idea num-
ber two. Get busy and get
BUSINESS!

* * *
One of the most impressive
facts about this talking ma-
chine business is its very vast-
ness, potentially. Over and
above the tremendous possibil-
ities for sales of new machines
there are more than twelve
million old machines already
in homes, which should be serv-
iced with new records and a
constructive improvement like
AUDACHROME.

* * *
You can’t repeat to yourself
too often that the job of build-
ing record sales is the trade’s
job. The business is there, like
hidden mineral wealth in a
hillside. If your customers do
not buy as many records as
they should, try opening their
purses by selling their EARS.
Let them listen to REAL
music, interpreted by AUDA-
CHROME!

* * *
Sharpen their appreciation of
accurate reproduction. There's
nothing technical about the do-
ing of it. Heighten their in-
terest in talking machine enter-
tainment as compared with
other forms of amusement—by
showing them what they miss
without AUDACHROME.,

* * *
AUDACHROME means bet-
ter business for the music

trade.
* * *

Remember, record sales PAY,
if you can make enough of
them. Every home-owner who
buys an AUDAK instrument
of you immediately goes on
your ‘‘intensely active” list.
Frankly, there’s enough profit
in just plugging this end of
the game to repay you many
times.

* * *

Gillette made dividends on his
blades—not on his razors!




RMA Defines Various
Types of Receiving Sets

Five Definitions of Different Type Sets Developed by RMA to Improve Advertising
and Merchandising and to Aid Public in Its Purchases of Radio Receivers

To improve advertising and merchandising
of radio-rccciving sets and to aid the public
in its purchascs by official dcfinitions of “clec-
tric,” “socket-powcred” and other rccciving
sets, the Radio Manufacturers’ Association, in
co-opcration with other radio trades associa-
tions, is prescnting a radio recciver nomencla-
ture. The definitions of different types of
receiving sets arc designcd as a guide not only
to the 300 principal radio manufacturcrs be-
longing to the RMA, but also to advertising
and business interests, as well as thc public.
Use of the official receiving set definitions in
manufacturers’ advertising, and also in that of
jobbers and dealers handling RMA products,
will be requested. Advertising and merchandis-
ing agencies, including Better Business Bureaus,
also will be advised of the definitions agreed
upon, designed to avoid misinformation to the
public of the different varieties of receiving
sets now on the market.

The receiving set definitions were developed
by the RMA Engincering Division, of which
H. B. Richmond, of Cambridge, Mass., is direc-
tor, with the assistance of technical committees
of other organizations. The definitions were
adopted and approved unanimously by the RMA
board of directors at their meeting at Buffalo,
May 3, and are expected to receive the official
approval of other radio trades associations, so
that the definitions may be generally adopted
in manufacturers’ literature and advertising
during thc coming season.

In an effort to improve merchandising prac-

tices and kcep the radio-buying public from
being misled in the use of terms applied to
recciving sets, the RMA Engineering Division
and the board of directors recently adopted
definitions for “socket-powered” and other
radio operation. These were designed more
as engineering definitions rather than for guid-
ance of thc public and use in the merchandising
of radio rcceiving sets and accessories.

The new and official radio merchandising
dcfinitions are as follows:

1. Battery-Operated Set

A radio receiver designed to operate from primary
and/or storage batteries shall be known as a “‘Battery-
Operated Set.”

2. Socket-Powered Set
A radio receiver of the “Battery-Operated” type, when

connected to a power unit operating from the electric
light line, supplying both filament and plate potentials
to the tubes of the receiver, shall be known as a
“Socket-Powered Set.”
3. Electric Set

A radio receiver operating from the electric light line,
without using batteries, shall be known as an “Electric
Set.”

4. A. C. Tube Electric Set

A radio receiver employing tubes which obtain their
filament or heater currents from an alternating current
electric light line without the use of rectifying devices,
and with a built-in tube rectifier for the plate and
grid-biasing potentials, shall be known as an “A. C.
Tube Electric Set.””
5. D. C. Tube Electric Set

A radio receiver employing tubes which obtain their
flament or heater currents from a direct current electric
light line without the use of rectifying devices, and
with a built-in power plant for the plate and grid-biasing
potentials, shall be a “D. C. Tube Electric Set.”

Despres-Jacobs Now
Represents Steinite

Desprcs-Jacobs, Eastern district sales rep-
rcsentatives, have completed their selling ar-
rangemcnts for the coming year and will act
as district managers in the States of New York
and New Jersey for the Steinite Radio Co.,
manufacturer of the Steinite eicctric set.

They will continuc to act as Eastern dis-
trict representatives for the Adler Manufactur-
ing Co., makcr of Adler Royal Cabincts, and
for Radio Foundation, Inc, Lectophone licensee,
which 1s shortly announcing an entirely new
line of “R.F.J.” cone speakers.

A complete display of these three lines has
been permanently installed in Despres Jacobs’
new quarters at 122 Greenwich street, Ncw
York City, wherc the district offices of the three
above-mentioned companies are now located

New Bremer-Tully
Distribtﬁ)rs Named

'

CHicaco, I, June 5—The Bremer-Tully Mfg.
Co., manufacturer of Counterphase radio re-
ceivers, recently announced the appointment of
the Albany Hardware & Iron Co. of Albany,
N. Y. the Sprague Electric Co.,, Waterbury,
Conn., and Reincr Bros., Dubuque, Ia., as dis-
tributors of Bremer-Tully products in their re-
spective territories. The expansion of this comn-
pany’s business in foreign fields is keeping pace
with domestic activities. Among a number of
distributors appointed in foreign centers is the
Eastern Elcctric & Trading Co., Bombay, India.

The M. L. Price Music Co., formerly at 701
Tampa street, Tampa, Fla., has moved to the
five-story building at Tampa and Twiggs
streets, occupying the ground floor.

New Line of

New Baby Outing
$12.00 List

Onahandle handles 1”7

Ouling - Portable Phonographs

Master ?fMovable Musie*

The World Famous Portable Phonograph
Latest Offering by the Makers

of Nyacco Products

New Junior Outing
$15.00 List

Jobbers—Write for Special Quantity Discount

NEW YORK ALBUM & CARD CO., Inc.

Established 1907

64-68 Wooster Street, New York

New Senior Outing
$25.00 List

|
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These Jobbers
Been Appointed to

the New Vocalion

Made Electrically

FEATURING

Popular Dance and Vocal
Old-Time Southern Melodies

Novelties

Race and Mexican Selections

SK the nearest jobber to tell
you about the new \Vocalion
Records made electrically.
He'll tell you of the new policy of
specialization which has already
resulted in phenomenal sales
gains. Driefly stated, \ocalion's
new policy is to concentrate on
special fields: Race, old-time
southern, etc. In its special fields,
Vocalion aims to lead every rec-
ord manufacturer in (a) popu-
larity of selections, (b) choice of
artists, (c) timeliness.

All the new Vocalion Records
are made by the newest electrical
methods. From the standpoint of
music, no musical merchandise
anywhere excels them. And now
in their various fields, the new
Vocalion Records give the dealer
the novelties, race, Mexican and

THE
NEW

L. ot} |

q&ﬁxtaliun

other specialties that his cus-
tomers want.

If you are situated in a territory
where the demand 1s for records
of the kinds mentioned then
vou're missing something by not
han:dling the new Vocalion. Take
the matter up with the nearest
jobber, cr write direct to Vocalion
Record Department, 623 S. \Wa
bash Ave., Chicago.

Made Electrically

ave
istribute
ecords

Alabama

Forbes Piano Co.,

1922 Third Ave., N., Birmingham.
Florida

Sterchi Bros. Co

23d and Evergreen Aves, Jacksonville.
Georgia

Atlanta Sales Co.,

263 Peachtree St., Atlanta.
Ilinois

Kapp Musie Co.

2303 W. Madison St., Chicago
Indiana

Ntewart Sales Co..

114 E. Ohio S§t., Indianapolis
Minnesota

Northwestern Phono. Supply Co.,

479 St Peter St., St. Paul
Missouri

Phonograph Repair & Access. Co
110 N. Broadway, St. Louis.

Harblson Mfg. Co.

11th and Mulberry Sts., Kansas City.
Montana

Kalispell Mercantile Co., Kalispell
Ohio

Davitt & Hanser Music Co.,

304 Main 8t., Cincinnati

Cleveland Phonograph Co.,

3919 Payne Ave., Cleveland
Tennessee

Sterchi Bros. Co., Bristol.

Sterchl Bros. Co.. Knoxville

Jas. K. Polk Co., 300 McCall Bldg., Memphis
Texas

Hassler-Texas Co., Dallas.

Elion Bros. Furn. Co.,
316 E. Qverland St., El Paso.

The Brunswick-Balke-Collender Co.
Branches in the following cities.

JOBBERS WANTED!

California
845 8. Los Angeles St., Los Angeles.
980 Mission St., 8an Franeisco.

Massachusetts
314 Stuart St., Boston

Michigan
990 . Jefferson St.. Detroit

New York
219 Washlngton St., Buffalo.
799 Beventh Ave., New York City.

Oregon
175 10th St. N.. Portland.

Pennsylvania
40 N. tth St., Philadelphia
909 Penn Ave., Pittsburgh.

Washington
1001 John St, Seattle.

Vocalion Records

Division of The Brunswick-Balke-Collender Co., Chicago
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Board of Appeals
Sustains Hazeltine

'

In an interference proceeding between Lester
L. Jones and Louis A. Hazeltine before the
Board of Appeals in the U. S. Patent Office,
the board has sustained a previous decision of
the examiner of interferences, and has awarded
priority of invention on all accounts to louis
A. Hazeltine. The announcement of this de-
cision states that the interference relates to the
patent-covering plate circuit neutralization. It
is said that this terminates the proceedings in-
sofar as the patent office is concerned and
leaves Louis A. Hazeltine as the sole and origi-
nal inventor of plate-circuit neutralization in
this contest.

Hurd’s Music  Store, Harvey, 1IlL, has
changed its name to Horton’s Music Store,
simultaneously with its removal to new quar-
ters at 110 East Fifty-fourth street.

The Talking Machine World, New York, June, 1928

Bosch Reports Big
Increase in Income

The American Bosch Magneto Corp. reports
net income for the quarter ended March 31 of
$71,276, after depreciation, but before Federal
taxes. This is equal to 54 cents a share on the
207,399 shares outstanding, and compares with
net income of $42,782 or 21 cents a share on
201,399 shares outstanding in the same quarter
a year ago. Net sales for the first quarter this
year amounted to $1,967,910, against $1,404,861
in the corresponding quarter last year, concrete
evidence of Bosch radio popularity.

In a recent bulletin to the trade, F. A. D.
Andrea, Inc, manufacturer of Fada Radio,
pointed out the importance of reading the trade
®press. Special attention was called to an article
in the March issue of The Talking Machine
World, entitlted “How Two Live Dealers View
the Problem of Radio Trade-ins.”

Crosley Radio Corp.
Takes Over WSAI

‘

CincinnaTi, O.) May 29—Two of Ohio’s largest
and most powerful radio stations, WLW and
WSALI, will hereafter be operated by the Cros-
ley Radio Corp., as the result of a deal recently
announced by which Powel Crosltey, Jr., presi-
dent of the Crosley Radio Corp., and owner of
WIW, takes control of WSAI. In addition to
owning these two stations, Mr. Crosley has con-
firmed reports that he will soon acquire a
50,000-watt transmitter.

It is understood that Mr. Crosley will pur-
chase 3XN, the experimental station operated
by the Bell Telephone Laboratories at Whip-
pany, N. J., if permission is given by the Fed-
eral Radio Commission to operate WLW with
increased power.

William H. Fowler, music dealer of Taylor-
ville, Il11,, has filed a petition in bankruptcy.

The New Improved PEERLESS Portables

Comparison with the machines you are now selling
will reveal their superiority

prices.

Appearance~Quality~Tone

Covered with genuine DuPont
Fabrikoid of heaviest quality

Elaborately decorated in
multi-color eftects

Two Sales Winning Styles of Record Albums
Peerless Artkraft Album

Beautiful Gold-embossed Cover—Heavy Brown Kraft Pockets

Peerless Loose Leaf Album

Peerless Master-Phonic—$25.00 List

Peerless Vanity—$12.50 List
Dimension 3%5x12x13.
Four Colors

Removable Pockets for Records

PEERLESS ALBUM CO.

PHIL. RAVIS, President

636-638 BROADWAY, NEW YORK

If desired, you

Due to increased production we are now
able to offer these wonderful machines to

jobbers and other large users at the right

can obtain them

under your own name or trade mark.

Peerless Junior—$15.00 List
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FFPreshman
Leads

LWAYS in the van—

a few steps ahead of the crowd—again
Freshman will surprise the industry
with something new at the Chicago
Show. Not just “new” — there’s little
merit in that — when Freshman says
“new.,” it means “better!”

And before the show—the “so-called”

slowseason? Notfor Freshman dealers.

A nation-wide merchandising and ad-

vertising campaign offering tremen-

dous reductions in prices on standard, W(}
up-to-the-minute Equaphase Electric H() e
Radios,enabled every Freshman dealer ]

to do volume business. lo see

Freshman Radios are sold direct to Y()Tl
Franchised Dealers. This assures the atl tll P

most profitable type of merchandising

and advertising co-operation. Nhow

B e s < e I B g N A
CHAS. FRESHMAN CO., Inc.

Freshman Building, New York 2626 W. Washington Blvd., Chicago
800 N. Spring St., Los Angeles

B g S S R



Develop New Sales Fields

How Lion Store Music Rooms, Toledo, O., Is Build-
ing Up Its Business Among the Local Restaurants

By J. M. Schlacter

W HEN Smith stops buying from Jones,
why not try to sell Adams? The prob-
lem confronting the music store to-day

is that of finding new outlets. Too many deal-

ers cling to the theory that if the industrial
worker is unable to purchase a musical instru-
meunt the jig is up. They refuse to extend
themselves or work up sufficient enthusiasm to
locate prospects long neglected
or entirely overlooked of which
there are a great many more

the kind—but it did accomplish its purpose.
For when the salesman called on the telephone
and asked if the letter had been read—mind
you, read—the reply was in the affirmative, in
the majority of instances. Telephoning the
prospect is the second step in the campaign.
The third is making a personal call. The tele-
phone conversation often produces leads which

are along the line of enjoying the great artists
in her home every day, and owning an instru-
ment will enable her to enjoy the music of the
hour as well as the entire range of the Victor
and Brunswick catalogs over and over again.
It is, of course, obvious that such a line of
reasoning would have little effect upon a busi-
ness man. He is little concerned with artists
and sweet strains of music.
What he desires to know is
how he can increase his busi-

thau is usually supposed.

With usual aggressiveness
the Lion Store Music Rooms,
Toledo, O., in their search for
new worlds to conquer, came
upon the list of restaurants,
of which there are several hun-
dred in the city, and at once
decided to solicit this market,
which evidently had been neg-
lected. Workers were assigned
to the task and special demon-
strations were decided upon.
The first step in the campaign,
as in others of a like nature
which the store has staged,

new outlets.

similar establishments.

cordingly.

F business with homes and home-owners shows
signs of slowing up, why slacken up?
Simply transfer your efforts for a time
to include the restaurants, ice cream parlors and
The new instruments are
particularly adapted to appeal to this trade. Remem-
ber, however, that the sales appeal to these prospec-
tive purchasers is of a different nature than that of
the housewife, so change your sales campaign ac-
How the Lion Store Sells This Trade.

ness. Therefore, salesmen call-
ing upon restaurant owners use
the appeal that an Ortho-
phonic Victrola playing in his
establishment will draw more
patrons, give his shop more
prestige and induce people to
return often and bring their
friends. In short, it will make
his eating-place a preferred
place—a more enjoyable spot to
stop for a meal, meanwhile
enjoying the music and refresh-
ing oneself.

Salesmanship, based upon
such reasoning during the first

Seek

was that of preparing and

week of the drive secured five

mailing a letter. This message

is relied upon to “break the

ice,” so to speak, and pave the way for the
salesman’s call. The letter stated:

Modern cafes, cafeterias, lunch rooms and restaurants
in increasingly large numbers are accepting the Ortho-
phonic Victrola or the Brunswick Panatrope as the ideal
music for their patrons. Reports in every instance prove
that either musical instrument is a sound investment in
genuine entertainment. And owners of various restau-
rants have estinuated that their business has been in
creased from 10 to 35 per cent.

As you know, the Lion Store carries at all times
complete lines of Victor and Brunswick models. The
new Automatic Orthophonic—the most modern of musical
inventions—is particularly well adapted to restaurant
use.

If you are at all interested, we would be glad at any
time to arrange a demonstration, either in the Music
Rooms or at your place of business. May we have the
pleasure of hearing from you? Very truly yours.

The letter was not expected to drive restau-
rant owners by the score into the department
clamoring for a demonstration. Nothing of

S

are quickly followed. Only sufficient letters are
mailed each day to enable the salesman to make
the rounds. Eight is the average for each man.
This is important, for when several thousand
letters are mailed at one time it is manifestly
impossible to reach even a part of the list be-
fore they cool.

Follow up is the thing dwelt upon here.
What good is a letter if it isn’t followed up
in an intelligent manner. Better save the post-
age and throw it into the wastebasket yourself
it is assertcd here. Therefore, above every-
thing, the store insists upon—Follow up.

The sale arguments employed in this restau-
rant campaign are quite different from those
used by salesmen in soliciting trade from the
housewife, Wilbur O. Markwood in charge of
the work explained. In her case the arguments

Get In On These
RADIO PROFITS

‘ x TITH radio almost universal, it's easy

to include a Dulce-Tone in every
talking machine sale—and you might as well
get that extra profit. Or sell Dulce-Tone to
former talking machine buyers.

Dulce-Tone makes an ideal loud speaker of
any phonograph, and it fits any make and
any radio set. Simply set the talking machine
needle in the Dulce-Tone reed, plug in,
and you have the full volume, the beauti-
ful clear tone that only Dulce-Tone and a
talking machine can give.

THE GENERAL INDUSTRIES CoO.
Dulce-Tone Division
l Formerly named
THE GENERAL PHONOCRAPH MFc. Co.
Elyria, Ohio

510, Retail

:f Fully guaranteed

Fits any radio

demonstrations, two of which
were turned into sales, with
the remaining three still out.

In this connection, Mr. Markwood stated
that many of the restaurants called upon are
not large enough to afford an Orthophonic. In
that case a smaller machine is often sold. Not
a few portables have been disposed of to small
eating-places. It must be remembered always
that every machine sale to a restaurant is prac-
tically certain to make a large number of rec-
ord sales, for few owners will play the old
discs for long. The public demand for some-
thing new must be satisfied.

Superior Perfects
Distribution Plan

Perfecting of a national distribution organ-
ization has been announced by the Superior
Cabinet Corp., New York. Representatives
have been appointed in the following cities:
Boston, Philadelphia, Pittsburgh, Cleveland, De-
troit, Chicago, Atlanta, Dallas, Denver, Los
Angeles, San Francisco and Portland, Ore.

In making this announcement, Bernard J.
Greenbaum, president of the Superior Cabinet
Corp., stated that manufacturing facilities have
recently been greatly increased in the Superior
plant and the organization is enjoying a very
satisfactory volume of business.

Use Fada Speaker in Art

Two vaudeville headliners, Ann and Frank,
are featuring a Fada Radio speaker in their
stage act. These cntertainers are known as
the Southern Radio Aces, and until recently
were broadcasting regularly over station
WSMB, at New Orleans, La.

The formal opening of the Harbor Music
Co.s new store at 262 West Sixth street, San
Pedro, Cal, was held recently and attracted
thousands of residents of the harbor district.
The store is said to be one of the most attrac-
tive oun the Pacific Coast.
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Model 65
A hundsane - consale.
finely finished n rich
\Walnut. with overluy
o front  doo Ln-
closed  cone speaker
Contuins a one  dial
G-tube  set e
same as .\L;ds:l 6o

With Electro Dynaniic
N kop, S35 00 addi-
tional

ml
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The Mohawk Corporation of Illinois and the All-American Radio
Corporaltion, pioneers in the Radio Industry, have been ever active
factors in the advancement of the industry—and in the establish-

ment of a solid and secure foundation of integrity and merit upon

which towers the gigantic radio business structure of today.

0

E

Prog

—in Trend with the Spirit of the Times
Assures an Improved Product
and Increased Demand

THE recent consolidation of The Mohawk Corporalion of
Illinois and the All-American Radio Corporation, is in

sirict keeping with the modern trend toward more scientific
and economical methods of manufactnre and distribution.

Centralization of effort — consolidation of vast funds of

“af‘\o‘f"i;eaw‘\;’\{\‘; experience —merger of Ehe latest manufacturing facilities

s, “2\‘45;:“\'?‘3\:“‘“5;{%‘\:& u'n(ler the roof of one immense plant—the pooling of
Yo gn \Sf'g&é\c: =y, financial resources—are faciors which have made possible
a noteworthy improvement in excellence of coustruction,

finer precision in every phase of production and operation

and have effected a substantial reduction in manufacturing

aud selling costs. All of which is convincingly evident in

the prices, appearance and performance of the 1928-29

models as presented by the All-American Mohawk Corporation.
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as DModel S0 $235.00
With Electro Dynamic Speaker, $35,00 additional

Model 86
Of 5-Ply Burl Walnut with contrasting diamond
matehed Walnut doors
tContains a one dial S-tube set; ch

Model 85 Model 62 1
h con . A distinetively desiimed console af 5-ply selected Upper_and lower front panels of sclected matched
Enclosed "f‘nvcys:'w::m"‘ Larl - Walnut honsing the S-tube set; chassis mll,xpl Walnut Bl:iltﬂlID r-nuse snﬁx‘l}u‘r (r"llmtu:ns
1asSiS S same as Model 30 Enclosed cone speaker. 4 one dfal 6-tube set; chassis same as Model 60
With Electro Dynamic Speaker. $35.00 additionl o




MODEL 60
All-American  Mobawk Corpora-
tion patented one dial, G-tube
tuned _ radio  frequeney  cir-
cuit.  Non-Oscillating. Employ-
ing tbree stages of R.F., detector
:md two  transformer coupled

Audio. Fully copper shielded.
E:mpnonallv large and well
made  transformers are  low
pitched, producing most pleasing
tone quality. DTower Unit built
in; taps for bigh and low line
voltage; Jacks tor electric phono-
graph pick-up.

Cabinet of 5-Ply \Walnut veneer
gold striped front, hand rubbed
piano  finisb. Self  contained
Dower unit and radiantly lumi
nated full vision drum. For

lnches heigbt 9 inches.  $92.5

MODEL 80

All- American  Mobawk Corpora-
uon patented one dial, 8-tube
tuned radio frequency clrcuit
Extremely  selective, employing
tour stages of radio frequency.
Two_stages of Push Pull Ampii-
fication produce exceptional tone
quality. Power Unit built
taps for high and low line volt-
age; Jacks for electric phonograph
Ppick-up.

Housed in a beautiful 5-ply
Walnut veneer cabinet of tasteful
and dignified design. Marquetry
inlay. Ricb hand rubbed. piano
finish. Radiantly _ illuminated
full vision drum. For operation
on 110 velt A.C. 60 evcle current.
$127.50

ress

Superb beanly of design —elegance of finish never before
attained—refinements that reaeh beyoud the most exaeting
demands—variety that permits a wide range of selection—
unapproached values backed by proven quality that
guaraniees service far in advanee of presenl-day expeelations.
provide in our new radio reeeiving sets every element
essential to the promotion of quick, profitable sales and
eonlinuous trade development.

leadership !

Proof of ever-increasing value of a Dealer Franchise with
the All-American Mohawk Corporation will be mailed to
you upon request. Write for it today.

with an established and thorounghly reputable organization cartr ™y, Wty
a on,° Usfe iy, ud
that is eager and able 1o aid you in the dev elopmeut of g T 'l'"u‘, o

=4

Yes, dominant, undisputed

desirable trade and to proteet your inlerests.

ALL-AMERICAN MOHAWK CORPORATION

1257 Belmont Avenue
Chieago, II1.

Model 66
Combination phonograph and 6-tube electrie
radio, Radio chassis same as Modet 60, Com-
bléte with electric pick-np, spring motor turn
mb(r built-in  conc len aker and  two  recovl
45,00

\\'llh Fleclro Dynamic Speaker, $35.00 additional,

Form an allianee

Model 84
/ \ Spanish Vargueno, Con
o of ich  Walnut

hardware backed with
Castilion red velvet
Ituilt-In  conv snen}:m
Contains a on

tube set; chassis same as
Model 80,

295.00
With Electro Drnamic
Speaker, §55.80  aadi
tional.

N i

220 o,
(-nq “hr,, Illl/ &

Samq 6. 'll)(/"'la m

K
Stosgy  Moutuy

Bt e,

Model 88
The utmost in pbonograpb ond radio combination. Furniture superb;
S-tube electric radio set: chassis same as Model $0. Ruadio Corporation
of America Electric Pick-up; General Electric Induction Motor, concealed
velvet turn table; Electro Dynamic Speaker; compartment for record
albums. For operation on 110 volt A.C. 60 cyole current. This model
furnished with Electro Dynamic Speaker only. $425.00




~ gf two
Pioneers
marks a
noteworthy
achievement
in the radio

world



The Talking Machwme World, New York, June, 1928

FRELEESS

RADIO RECEIVERS
1928-1929

“Bigger value—Dbetter
business—that’s the an-
swer to why you should
line up with the All-
American Mohawk

Corporation.”

American Phonograph Co.

61-63 Hudson Avenue
ALBANY, NEW YORK

Exclusive Distributors for

ALL-AMERICAN MOHAWK CORP.
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HREFEEKE

RADIO RECEIVERS
1928-1929

“Maximum Quality at

Minimum Price—

and you can prove it!”

Automotive Electric Company

306 Sixth Street
SIOUX CITY, IOWA

Exclusive Distributors for

ALL-AMERICAN MOHAWK CORP.

f
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FERREAN&

RADIO RECEIVERS
1928-1929

“The new All-American

Mohawk Corp. Receiver
is that rare combination
of quality, constructional
perfection and cabinet
artistry—watch sales
leap.”

In the Greater New York Territory

OOOOOOOOOOOOOOO
IIIIIIIIIIIII

DISTRIBUTING CO., INc.
28-30 W. 23rd St., New York, N. Y.

Exclusive Distributors for

ALL-AMERICAN MOHAWK CORP.




The Talking Machine W orld, New York, June, 1928

THEERR K

RADIO RECEIVERS
1928-1929

“We believe in the old Mohawk saying—

‘Building Them Better

Pricing Them Lower

159

Selling Them Faster!

The Columbia Stores Company

221 S. W. Temple Street
SALT LAKE CITY, UTAH

Exclusive Distributors for

ALL-AMERICAN MOHAWK CORP.

W
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FEREHAR

RADIO RECEIVERS
1928-1929

“We have not found
anything better. For
three consecutive years
we have distributed
this line of receivers
only. We ought to
know.”

Cycle & Auto Supply Company
339.-341 Genesee Street
BUFFALO, NEW YORK

Exclusive Distributors for

ALL-AMERICAN MOHAWK CORP.
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RADIO RECEIVERS
1928-1929

“We’ve tested them all. |
We find the All-American
Mohawk Corp. Radio
Receiver the last word in
radio efficiency. Look at

the prices!”

W. M. Dutton & Sons Company

HASTINGS NEBRASKA

Exclusive Distributors for

ALL-AMERICAN MOHAWK CORP.
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FREEERTE

RADIO RECEIVERS
1928-1929

“We are proud to distribute All-
American Mohawk Corp. Radio
Receivers in the following counties

of Wisconsin:”

COLUMBIA MILWAUKEE
DANE OZAUKEE
DODGE RACINE

FOND DU LAC ROCK

GREEN LAKE SHEBOYGAN
JEFFERSON WALWORTH
KENOSHA WASHINGTON
MARQUETTE WAUKESHA

MICHAEL ERT, Inc.

530-32 Jefferson Street
MILWAUKEE, WISCONSIN

Exclusive Distributors for

ALL-AMERICAN MOHAWK CORP.
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FERRERS &

RADIO RECEIVERS
192S-1929

“Our fifth year! Anything
we may say about the All-

——

American Mohawk Corpo-
ration would not be high
enough praise. The set
is a wow!”

Excelsior Auto & Battery Company
17th and Derry Streets
HARRISBURG, PENNSYLVANIA

Exclusive Distributors for

ALL-AMERICAN MOHAWK CORP.
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FEREHA &

RADIO RECEIVERS
1928.1929

€€
A radio achieve-
ment of the greatest

significance — watch
the All-American

Mohawk Corp.”

In the Entire State of California

Listenwalter & Gough, Inc.

819 East First Street, Los Angeles, Cal.
325 Fifth Street, San Francisco, Cal.

Exclusive Distributors for

ALL-AMERICAN MOHAWK CORP.
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REHKERE R

RADIO RECEIVERS
1928-1929

“Our third year!
We have the best deal-
ers in our territory.
This statement speaks
for itself.”

Louisville Auto Supply Co.

754 South First Street
LOUISVILLE, KENTUCKY

$

Exclusive Distributors for

ALL-AMERICAN MOHAWK CORP.
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FREEEENE

RADIO RECEIVERS
1928.1929

“A better sct for less money.
There is a lot of satisfaction in
knowing you are giving your
trade the greatest value
on the radio market.”

National Radio & Auto Supply Co.

518 Mullin Building
CEDAR RAPIDS, IOWA

s

Exclusive Distributors for

ALL-AMERICAN MOHAWK CORP.
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THEGAR&

RADIO RECEIVERS
1928-:1929

“Perfection—at a price
that is within reach of
the average radio-buy-
ing purse.”

In Massachusetts, New Hampshire and Rhode Island

Northeastern Radio, Inc.

269-285 Columbus Avenue, Boston, Mass.

EXCLUSIVELY

EXCLUSIVELY
RADIO

Exclusive Distributors for

ALL-AMERICAN MOHAWK CORP.
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FREXEESE

RADIO RECEIVERS
1928-1929

“We predict all sales
records will be broken
with this highly im-

proved radio receiver.”

Philadelphia Motor Accessories Co.

3127 North Broad Street
PHILADELPHIA, PENNSYLVANIA

Exclusive Distributors for

ALL-AMERICAN MOHAWK CORP.
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RADIO RECEIVERS

1928-1929
ACROSS CENTRAL OHIO

T as | L e nasioyes f";,f',}*';_

THE SMITH BROS. HDWE. CO.

COLUMBUS, OHIO

Wholesale only to Dealers in 50 counties
across Central and Southeastern Ohio

OUR 3rd YEAR WITH MOHAWK
'NUFF SED

Exclusive Distributors for

ALL-AMERICAN MOHAWK CORP.
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KEEREEEE

RADIO RECEIVERS
1928-1929

“Clear tone quality, selectivity,
and beautiful cabinet work make
the All-American Mohawk
Corp. Radio Receiver radio’s

greatest achievement.”

In the Northern Ohio Territory

B. W. SMITH, Incorporated

2019 Euclid Avenue
CLEVELAND, OHIO

t

Exclusive Distributors for

ALL-AMERICAN MOHAWK CORP.




The Talking Machine World, New York, June, 1928

THAGRS &

RADIO RECEIVERS
1928-1929

“We've heard it . . .
we've seen it . . . the
All-American
Mohawk Corp.
Radio Receiver
leads them all.”

The Tovan Electric Company

310 West Seventh Street
CINCINNATI, OHIO

Exclusive Distributors for

ALL-AMERICAN MOHAWK CORP.
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FREKEETE

RADIO RECEIVERS
1928-1929

New High Standards
of Quality—

New High Peaks

of Sales.

Waite Auto Supply Co.

560 Westminster Street
PROVIDENCE, R. 1.

Exclusive Distributors for

ALL-AMERICAN MOHAWK CORP.
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RADIO RECEIVERS
1928-1929

“They’re Built Like
Rolls-Royce
Motor Cars.”

Woashington Automobile Supply Co.

WASHINGTON, ILLINOIS

Exclusive Distributors for

ALL-AMERICAN MOHAWK CORP.




Seattle Music-Radio Trade
Adopts Code of Ethics

No Sets on Approval but Demonstrations Can
Be Arranged—Installation Charge and Service

group meeting of the Radio and Music

Trades Association, in Seattle, Wash.,, E.
P. Denham, factory representative for radio
lines, presented very constructive ideas, the
outcome of which was a series of meetings of
dealers, and then dealers and jobbers. The
direct result, however, was the conceiving and
adopting of a Code of Ethics which was imme-
diately put in effect. The general public was
well informed as to the code by means of
newspaper publicity. Sherman W. Bushnell, of
the National Radio Co., aided Mr. Denham by
giving generously of his time and ability in the
drawing up of the code. The committee con-
sisted of fourteen, including both downtown
and suburban dealers. At the outset of sales
from now on the customer understands thor-
oughly what to expect. Retail radio business
will be standardized to a remarkable degree by
this code, which is as follows:

No radio will be sent out on approval, but
we are ready at any time to make a demonstra-
tion in your home at such time as you may
choose, except at a time when other demon-
strations are being made. Sets on demonstra-
tion will not be left more than two nights.

If necessary to install antenna equipment a
minimum charge of $10 will be made. This
charge, consisting principally of labor, will not
be canceled. Inside aerial and ground shall
have a minimum charge of $2.

SEVERAL weeks ago before the radio

After thirty days from date of sale all serv-
ice calls shall be charged at a minimum rate
of $1.50 per hour during the day and $2 per
hour at night (time to be figured from store to
store). All tubes and batteries are tested be-
fore delivery. No exchanges will be made ex-

Leslie G. Thomas
With Polymet Corp.

]
Leslie G. Thomas, who has been appointed
factory manager of the Polymet Mfg. Corp,
manufacturer of radio power supply essentials,
according to a recent announcement, comes to
Polymet with a broad experience gleaned from
years in the electrical and allied fields. He was
formerly a factory manager for F. A. D. An-
drea, Inc., later works manager of the Freed-
Eisemann Radio Corp., and was also associated
with the General Electric Co. and the Diamond
Battery Co. for a number of years.

Bowling Tournament Ends

A bowling tournament among the employes
of F. A. D. Andrea, Inc, Long Island City, was
recently brought to a close with the presenta-
tion to the winning team of a silver trophy do-
nated by F. A. D. Andrea, president of the

cept for actual defects in material furnished.

We guarantee all equipment furnished by us
to be free from defects in material and work-
manship. If any defect develops within the
manufacturer’s guarantee period, provided the
merchandise is returned to us and has not been
tampered with, we guarantee to repair or re-
place the equipment at our option. Where an
exchange is made—tubes and batteries are not
included.

We do not guarantee distance—this being
entirely dependent upon location, type and con-
struction of antenna, atmospheric conditions,
proximity to man-made interference and the
skill and patience of the operator.

We stand unqualifiedly opposed to misrepre-
sentation in demonstrating or selling, and sin-
cerely solicit co-operation to the end that this
shall never take place in our business.

company. The individuals of the winning team
were also presented with gold watch charms in
the shape of diminutive bowling balls. The
bowling season was concluded with a banquet,
and R. M. Klein, general manager for Fada
Radio, presented the trophy and the prizes to
the winning aggregation of players.

Made Ad. Counsel
for Stevens Corp.

'

The Stevens Mfg. Corp., succcessor to
Stevens & Co., New York, manufacturers of
Stevens speakers, has appointed Grace & Holli-
day, New York, as advertising counsel. F. W
Schnirring, well known in the music-radio in-
dustry, and now an executive of Grace & Hol-
liday, is handling the Stevens account. An ex-
tensive advertising campaign for 1928-29 is now
being prepared on Stevens speakers and the
many new features which have been embodied
in the product. ‘

SELL SYMPHONIC

For those who want the finest reproducer that
can be made, we present the Low-Loss Sym-
phonic Reproducer, the result of the most puins-
taking expenments and trials. Exquisitely made,
it 15 encased in a handsome bronze hnished
housing, with nickel or gold plated centerpiece.

LOW (LOSS
mpaonuc
*PHONOGRAPH REPRODUCER
LIST PRICE
Nickel Plated $1000

Gold Plated . . $1200
(Slightly higher west of the Rockies)

plate. A great seller.

LIST PRICE
Nickel Plated
Gold Plated

A remarkable reproducer at a remarkable price.
Beauafully hnished in polished nickel or ygold

verture

PHONOGRAPH REPRODUCER

MADE BY SYMPHONIC

(Slightly higher west of 1he Rockies)

This is the $8.00 number that has been so popu-
lar with phonograph dealers everywhere. A won-
derful reproducer whose performance is so un-
usual that it sells ii diazely on d i

ymphonic
& PHONOGRAPH REPRODUCER

LIST PRICE
Nickel Plated $ goo

Gold Plated . . $1000
(S/ightly higher west of the Rockies)

An acoustical gem in a
magnificent setting —
Each Symphonic and
Low-Loss Reproducer is
beautifully encased in a
gold embossed silken
container commanding
attention and bespeak-
ing its quality. -

5500
3700

SYMPHONIC SALES CORPORATION

370 SEVENTH AVE.

Pioneers and Leaders
in the Independent
Reproducer industry

17

NEW YORK
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RECEIVER

WORTHY
OF A
GREAT
NAME

As a manufacturer of
Radio Power Units,
Balkite has built one
of the greatest names
in the industry. That
name has been built
on a very simple prin-
ciple—manufacturing
toastandard of quality.

This standard is con-
tinued in Balkite AC
radio.Balkitehasnotat-
tempted to gointo the
low-priced field where
the market is already

Doy
el

\i
: '
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AT THE R-M-A SHOW SEE THE NEW

BalkifeRadio

BALKITE A-7 [HIGHBOY]

BALKITE A-5

and speaker—$235

Showing the finely carved cabinet with doors closed. A model to meet
the taste of the most exacting household—by Berkey & Gay

Cabinet by Berkey and Gay. Complete except for tubes

full and well-served.
Balkite has attempted
to produce the finest
commercial receiver
that money can buy.

Balkite recognizes
that such a receiver
must be authoritative
furniture as well as fine
radio. Both Balkite ta-
ble model and console
are housed in cabinets
by Berkey and Gay.
Nothing finer can be
said.

The receiver, as an
electrical instrument,
leaves little to be de-
sired. 7 AC tubes. Neu-
trodyne circuit. Push-
pull audio. Single dial
tuning. In the console
a dynamic speaker, be-
cause only the finest
speaker will bring out
all Balkite tone. In all
models, a dynamic
drive is part of the set,

<
< <-<

Ralkite Radio

p———
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so a dynamic can be
installed more simply
and at a lower cost. A
phonograph jack for
operating your phono-
graph is provided. Sin-
gle dial, direct drive,
silent tuning. Com-
plete shielding. Pro-
tection against fluctu-
ating voltages. Unique
Balkite condensers.
Construction that for
simplicity and accessi-
bility has to ourknowl-
edge never been
equalled—construc-
tion worthy of an auto-
mobile. Yet these are
details. Judge the set
by its fidelity.

The receiver will be
backed by sound poli-
ctes. It will be adver-
tised in the typical
Balkite manner. Deal-
ers who sell it, like
Balkite dealers in the

»> >

?

IN CABINETS BY

C)f 5Gay

BALKITE A-7 [HIGHBOY]

Same model as on opposite page, but with doors open. Includes dynamic
speaker. Complete but for tubes—$487.50

BALKITE A-3

For those who want all radio. Housed in a simple but sightly all-
metal case. Complete but for tubes and speaker—$197.50

19
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past, will make money.
If you haven't yet seen
the set, consult our

jobber.

Fansteel Products
Company, Inc., North
Chicago, Illinos.

HAVE YOU
SEEN

THE
BALKITE
SYMPHION

?

It is the
ﬁncrf instrument-

in music
SEE IT

AT THE SHOW

BOOTHS 85-6-7

Ralkite Radio



Florida Travels

to Business
Recovery

Arthur Smith

still are, facing problems in connection

with the operation of their businesses
which make the troubles of dealers in most
other sections of the country seem petty by
comparison. During the boom days prosperity
reigned in spite of competition of the severest
character. Not only did many dealers open up
for business but the talking machine-radio mer-
chant had to compete with the fever of specu-
lation in real estate. However, the people who
flocked into the cities

RETAIL dealers in Florida have been, and

speculative era as well as the post-boom days.
But never has anything been written that shows
so clearly what a small business man who has
established himself, he hopes, permanently, has
gone through and what the future holds for
him, as the letter written to The Talking Ma-
chine World by Arthur Smith, head of the Ar-
thur Smith Music Co., Tampa, Fla. Mr. Smith
has made an analysis of the business in his sec-
tion based upon his own experiences and obser-
vations. He has studied the records of his own
enterprise, and he presents plain, unvarnished
facts that paint a vivid picture of the struggle to
keep going in the face of obstacles that seem
insurmountable. He emphasizes the point that
his experience is by no means unique, as he
believes that other dealers are in the same fix.
“I am just an average small merchant,” he says,
“trying to make the best of a difficult situation.
I have presented the naked figures from my

through the Florida land boom. The peaks
and valleys are absolutely accurate, cov-
ering the period from January 1, 1925, through
to April 30, 1928. While competing dealers are
not running around giving out their private
records, I lhave every reason to believe that
similar graphs of figures of other Florida
stores, big and little, would show the same
general contour. The business represented is
a typical, small plionograph shop, with a sales
force of two, the owner and omne saleslady. It
is located on the edge of the business district,
where rents are moderate and popular-priced
merchandise only is featured. A small stock
of pianos is kept on display, in addition to
phonographs and records, but no radios are
handled except one radio combination at a
time is stocked during the Winter montlis. The
clientele of our store has always been made up
largely of middle-class wage earners and dinner-

and hamlets from all
parts of this and other 1925 1 9 2 G 1 9 2’ 7 ]926
SR T Feny el 1121314 15]e]718]oiolniz[i [2]3]4[5]6[7[8 o ol fiz|1 [2]3]4 [5]e |7 [8]2fo]n]i2] 1 [2]3 4
items, purchased musical
instruments, and the 10:000
dealer achieved a ‘profit- 95.00
able turnover of stock. § 2000 /
When the bubble burst | 85.00 L/
the merchant in the mu- | 8,000 I
sic line was one of the | 7500 /
chief sufferers. His busi- |7000
ness was largely on the | ¢500 J A
instalment basis. People | 000 u |
without money cannot 5.500 J %
meet instalments. The
dea%er was distinctly up ZC_‘J')(())CO) ?./ll ) .\ \ J \‘ \\ i
against it. If he repos- 2000 I ‘ A bRcviaes SALgs!
sessed the merchandise D o VERAGE PREVIOLS 4ALBS
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store with it, for the 2000 | \Y M1 Vg - el
chances of selling had | 2.500 \Y \ LA T ol A e N
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amazing degree. Many (1,500 v by 1 a
dealers since that time |/,000 REPOSSHSSIONS VaY, = A v A,
have been forced out of |500 i 1 - / A b/ V. e~ A
business. Others, with [O N Ve N vV ) v
the courage of men who
R e Arthur Smith Music Co, Tampa, Florida
ing of the word “fail” ' !

have managed to hang
on, barely existing the
while, and hoping for the day when Florida
would stage a “come-back.”

The time is drawing near when these dealers
will be rewarded for their grit. Florida is com-
ing back, but not to the hectic prosperity of
a few years ago. That is a phase in the prog-
ress of this great State that now is history.
False prosperity is certainly and surely being
replaced by development on substantial and
lasting lines. Speculation has been replaced by
investment, and every month sees some im-
provement,

Many articles have been writen about Florida,
regarding conditions during the peak of the

Graph Showing Trend of Business From 1925 to April of This Year

sales record. I weighed every word I wrote
you, and purged every temptation to present
my business in a more favorable light.”

Mr. Smith not only gives the facts as he
finds them at the present time, but he has
drawn some conclusions from a study of the
music-radio business situation in his section of
the State that point the way to happier days
to come. This analysis should be of interest
to all manufacturers, wholesalers and retailers
who have business with or are located in
Florida. Mr. Smith’s letter follows:

I am enclosing herewith a graph show-
ing how a small phonograph store went

20

pail carriers. This class of trade is not to be
despised, because there are so many of them,
and they have fewer competing interests than
the bon ton of a community.

Qur customers, with some exceptions, are
not yet educated up to radio entertainment, in
spite of the fact that there are two good local
radio broadcasting stations. For one thing,
radio is perhaps too intricate for their simpler
psychology, secondly, the sets within their
means require rather elaborate aerials way
down here, and their cottages are crowded two
and three to a lot under the usual tangle of
lighting and telephone wires, and thirdly, radios
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Arthur Smith, of Tampa, a Retailer
Who Has Been Through Boom Days,
Analyzes His Business Then and Now
From the Merchant’s Point of View

By Arthur Smith

must be sold at higher initial payments than
phonographs.

Among this class the phonograph still reigns
supreme as the homec entertainer. In propor-
tion to our investment, our record sales run
very high. We have to utilize four demon-
stration booths Saturdays and Mondays to ac-
commodate buyers. Wc use extra salcs ladies
on these two days. In spitc of a sharp decline
in general sales, we scll more records than
ever; more now than [
during the peak of
the boom period. We
also sell many player
rolls, but our store is
a distinctly poor out-
let for both popular
and classical sheet
music. Our highest
figure for record sales
during the past seven
years was not Decem-
ber, 1925, as one might
expect from the graph
peak, but actually
April 16, 1928, our
biggest single record
day up to the present.

The best selling
class of records in our store is the so-called
“Old Time Dixie Songs” series. We often have
calls for sacred numbers only for hours at a
time, and as we demonstrate at all times right
in our doorway on a powerful electric phono-
graph we sometimes feel that the indirect good
we do is comparable with Billy Sunday’s re-
vivals and the Salvation Army. Often, on Sat-
urday nights when we are featuring some new
sacred selection, I feel like putting out tubs to
catch the tears which I know will be shed in
front of our record customers. Such primitive
display of emotion used to be an occasion of
levity with me, but somehow this elemental mu-

Arthur Smith’s 1925 Store
sic is acquiring more dignity in my eyes lately,
as I realize that many of my customers are out-
side every other pale, unable to read a daily
paper, hostile to the theatre and dance hall, and
niost likely attending some little country church
where the music cannot compare with the fine
reproduction they hear in our store. A record
is this family’s only contact with the higher

world of culture and beauty
shaped in modern America.
Now to an analysis of the business graph.
Between the month of June, 1925, and June,
1926, the twelve hectic months of the feverish
land speculation, our sales increased 250 per
cent and returned to normal again. Had capital
been adequate it might have increased 1,000
per cent. By July, 1926, sales had not only
returned to normal, but were better than 50

S ;

which is being

View of Tampa From the Air

per cent off normal. That much of this busi-
ness was fictitious is evidenced by the fact that
the collection curve did not follow the sales
curve proportionally.

Also the collection trend has been consistent-
ly downward ever since the peak of December,
1925. After hitting bottom in sales in July,
1926, sales took a sharp rise, and by September
we all thought Florida had come back. It was
this short trade revival that got so many Flori-
da merchants overstocked. We all placed big
orders during that one short month of business
recovery. After the usual holiday peak busi-
ness sagged again and has remained sub-
normal, with us at least, ever since.

An analysis of our repossession curve shows
that losses and cancellations have always been
alarmingly large in Florida. We had the prob-
lem before the boom, during the boom, and,
more than ever, after the boom. This cancella-
tion curve does not show the sharp rise that
might be expected, but allowance must be
made for a sort of moratorium policy in effect
cverywhere in the State. If every past due
account was canceled, it would be a very dif-
ferent record. As soon as sales recover there
will be wholesale repossession from slow ac-
counts, and this curve will show a sharp rise.

During the period covered by the figures sub-
mitted our store has retained the same lines,
the same organization and the same location.
In the Summer of 1926 floor space was doubled
by taking in an adjoining store and remodeling
and redecorating. Also two modern show win-
dows were built, and three additional demon-
stration rooms. The peak sales of December,
1925, were effected from a ‘“hole-in-the-wall”
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Arthur Smith’s Present Store

shop, with limited capital, delivery troubles, em-
bargoes and insufficient sales help. By the
time these adverse factors could be corrected
the buying was temporarily over.

As to the future outlook in Florida, we con-
fidently predict a business revival this Winter
for those who survive. The curve in the sub-
mitted graphs is really deceptive in the respect
that it is figured on a dollar basis, and the
gradual increase in sales is offset by a reduc-
tion of prices. Both wholesale and list prices
have gradually been reduced during the period
of slow recovery, and the practice of meeting
“distress” sale competition, in our used instru
ment dcpartment particularly, hurts our sales
record. Also there is a national falling off in the
appeal of the foot-power player-piano. This fail
ure to interest prospects in the player is our
particular pressing problem to face. An impor-
tant factor is the widespread interest in the
portable. In our particular location, unless the
player business comes back, we have some
painful readjustments to face.

As to Florida in general, contrary to general
impression, the State is gaining rapidly in
population and wealth, and forging ahead in
varied agricultural, industrial and distributing
enterprises. This notwithstanding the fact that
cattle now roam over the blue-print streets of
many of the phantom cities laid out, and 1 am
sorry to say, sold out, during the feverish days
of 1925. Florida is right now suffering from a
plethora of estates, golf links, sunken gardens,
artificial lakes and palaces in general, but ham
mers are resounding on the outskirts of all the
big cities, and workingmen’s cottages are go-
ing up in inconceivable numbers, to be occu-
pied as soon as the paint is dry. The estab-
lished centers are growing, maybe at the ex-
pense of the small towns, and maybe not, but
anyway growing in man power and wealth fast.

Among the working people of our cjties the
phonograph has no competitor as first choice
among musical instruments, and it will hold this
place for many, many years to come. If it
were not for the maladjustment between rap-
idly increasing population and more slowly
growing industry, we would be selling more
phonographs than during 1925. We have never
witnessed more general interest in the phono-
graph and its sister product the record, but
unemployment postpones purchasing among
many. For the wealthier, more advanced trade,
of course, the phonograph must wed the radio,
but under present living standards there must
always be thousands and thousands content to
get their musical programs through the medi-
um of the phonograph alone.

Barrymore Victor Recordings

Two of the most famous speeches in all of
Shakespeare were recently selected by John
Barrymore for. recording by the Victor Talking
Machine Co. They are the Soliloquy from
“Hamlet,” Act II, Scene 2, and the Soliloquy
of Richard, Duke of Gloster, from the third
part of “Henry VI Act I1I, Scene 2.
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A Revolulionary
FEDERAL |

See Federal |
FIRST!

Tlle tremen(lous ﬁnancial, manufacturing au(l
marl&eting resources of Fe(leral Furniture
Factories, Iuc., llave produce(l a new series 1
of Radio Cabinets that will revolutionize
tlus clivision of tlle Ra(]io Im]ustry
Open au(‘[ close(l views of tllree typical
mo(lels in t]lis great new series are sllown
on tllese pages.
Real artistry of (]esign n every model
wiu mal&e tllem tlle most popular

ca])iuets of tlle 1928 season,

R eal craftsmanslxip incon~

struction guarantees

lasting colsumer

satlsfacnon.
L L d
R
. ¢te— 31" high, 32"
4 f truction, matched
with matched
r adds to
7

No. 99. Open. As high-class inside

as outside. Beautifully designed grill

for speaker unit, Madeto accomodate
any standard set. Sold with or

without RCA 100-A Speaker.

FEDER A L

FEDERAL FURNITURE FACTORIES, Inec.

|
|
i
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New Series of

CABINETS

At Chicago
Radio Show!

Perfect acoustical qualities guarantee

full reproduction value of any spea]ser
employe(l. New Price levels tllrougllout
guarantee tremen(lous turnover an(l
Proﬁts.

AH Federal Cal)inets are matle to ac~
commoclate practically every l(nown set,
inclu(]ing all of tlle Popular models. Eacll
cal)inet 1s availal)le, equippecl witlx
RCA 100-A Spea]ser if (lesire(l.
Be sure to see tllis complete
new Fe(leral Series at
tl’!e Cllicago Raclio
SllOW. Come to
Booth FF-3.

No. 36. Open. A

radio furnitur

kK No. 37. Open. Note double sliding

doors, which expose speaker grill an,

receiver dials. Made for all standard-
sized sets. Available with or with-

out RCA 100-A Speaker.

CABINETS

206 Lexington Avenue - New York City
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Money-Making

Suggestions

for Ambitious Merchants

Portables and the Vacation Season—An Unusual Use of Records—Abusing the Store-
Door Playing Practice—Twenty-seven Victrolas and 5,000 Records Seld to School
Board by Atlanta Dealer—Make the Non-selling Employe Produce

With thc close of this month thc annual
licgira to the shore and country starts. The
railroad stations will bc jammed with boys and
young mecn on their way to Summer camps for
the entire vacation season. Have you sold
them many portable talking machines? Have
you tried to? At intervals during the next
few months adults who have not the entire
Summer season to use in recreation will also
depart for their annual vacation? Have you
sold them portables and records? Have you
tried to, or are you going to try? Many families
are now packing to go to their Summer homes
from whence the menfolk will commute daily
and spend the week-ends enjoying a real rest.
Have you sold them any portables? Going to
try? Many young folk rent bungalows and
cottages for rest and good times on week-ends.
They will buy portables if properly approached.
Try them!

Record Uses

An interesting newspaper dispatch from Ger-
many recently told how five Communist Reichs-
tag deputies, candidates for re-election, are
campaigning with gramophone records because
police have warrants for their arrest, charged
with sedition. The police hearing the voices
of the deputies at a meeting went toward the
platform and were embarrased when they found
talking machines in the center holding the at-
tention of the audience. The five deputies dis-
tributed complete sets of records all over the
country, with individual speechcs addressed to
various sections. Aside from the unusualness
of this item it should point a moral to the talk-
ing machine and record dealer. The possibil-
ities of the talking machine and record arc prac-
tically unlimited. Sales managers and execu-
tives of large corporations use them to bring
a message to sales meetings; records are used
to supply the music for Vitaphone programs
and countless other unusual uses have been
found for the discs. While thesc uses do not in-
terest thc dealer as they cannot be used to
build profits for himself, they should stimu-
late the trade to take advantage of every legiti-
mate opportunity of putting the products they
have to sell before the public. If a record can

liold an audience interestcd dclivering a politi-
cal talk, how much morc effective to hold the
same audience with a program of music, ren-
dered by the world’s greatest artists. During
the next few months thc opportunities for
demonstration before large crowds will be nu-
merous. Outings, picnics, lawn parties—at
small wayside inns, at refreshment stands on
motor highways—in each and every one of these
places a talking machine has a place. Sell them
to the proprietors of public places to entertain
and attract customers. Rent or loan them to
the moving spirits behind social gatherings.
Remember, the more people who hear the in-
strument, the more prospects will be made.

Use Discretion

Every so often in various cities of the coun-
try action is taken by the authorities to supress
the practice of talking machine and radio deal-
crs playing instruments at the store door in
such a fashion as to be declared nuisances. At
the May meeting of the Talking Machine and
Radio Men, Inc., of New York, New Jersey and
Connecticut, Irwin Kurtz, president of the As-
sociation, stated that he had received several
notices from dealers that they had been given
summonses from the police because of the prac-
tice. He expressed a request that all New
York City and surrounding territory dealers
moderate store-door playing until a conference,
which he is attempting to arrange with the po-
lice department, can be held and some definite
action taken. While store-door playing has
been proven one of the best means of attract-
ing customers in certain localities, especially in
stimulating record sales, there can be no doubt
but that a great many dealcrs havc abused the
practice. Radio broadcast programs are played,
amplified to such a degree that they constitute
a positive nuisance and annoy and harass resi-
dents of the neighborhood or business men at-
tempting to concentrate on their daily affairs.
Naturally complaints are registered and the re-
sult is that dealers who are innocent of vio-
laing the law and who play an instrument so
that it can be heard just outside the door or
within the lobby which is a part of many stores
are haled to court and fined. Some months ago

in these columns such an incident was related
when two dealers were fined and ordcred to
desist the practice of store-door playing. Onc
was flagrantly guilty, the other suffcred with
him. At that time the writer said: “Use Dis-
cretion”—he rcpeats the same waruing again,

Selling Schools

It should not be necessary for anyone to urgc
the talking machine and radio dealer to co-
operate with the public schools in his vicinity,
and use every possible effort to sell them in-
struments and records. In the first place, aside
from the profits of the sale, the fact that the
instruments will be heard by thousands of chil-
dren who will in some future day be potential
buyers of musical instruments and even at the
present, wield a big influence with their par-
ents in the purchase of articles for the home,
should move the dealer to make strenuous cf-
forts to secure the school trade. Quite recently
a Long Island dealer sold several instruments
and a large quantity of records to schools in
several townships surrounding his store. For
the past several years, Schwartz & Chakrin, of
Brooklyn, N. Y., have found the schools to be
fertile markets, with the initial sale to the insti-
tution having the effect of a stone thrown into
a pond causing wider and wider ripples, other
sales coming from teachers, pupils and other
schools in the neighborhood. Within the past
two months Bames, Inc., of Atlanta, Ga., re-
ceived an order from that city’s Board of Edu-
cation for twenty-seven Orthophonic Victrolas
and 5,000 records to be used in the schools of
the city. An order to be welcomed by any
dealer.

Non-selling Employes

A recent investigation showed that the per-
centage of non-selling employes in retail music
stores ranges all the way from 44 to 66 per cent,
depending on the various cities where they are
located. When the ratio of music store pay-
rolls to gross annuval sales range from 11.5 to
19 per cent, the disorganized management of
this section of dealers’ activities becomes ap-
parent. There is not a wide enough diversity
of conditions or methods confronting the retail
music merchant to warrant such discrepancies.
They can be traccd to but one element, vary-
ing degrees of efficiency in management. The
non-selling employe is a necessity, but there is
no reason why he or she should be entirely
non-selling in his or her activities. The con-
tacts which your bookkeeper or stenographer
or doorman or truckman has can be made as
valuable in increasing sales as those of the floor
or outside salesmen. Why not take advantage
of these contacts?

STYLE 21
Genuine  Mahog
any or Walnut
only.

STYLE 21-B

Same with both
top panels hinged
t o accommodate
Radio Panel.

STYLE 1

Gum  Mahogany,
Golden or Fume
Oak.

Excel phonographs, radio cabinets
and combination instruments have
been designed to meet every exact-
ing taste. They are produced in all
popular finishes and styles, including
Upright, Console and Wall Cabinets
—a complete line, Our centrally lo-
cated factory and excellent shipping
facilities insure prompt
and attractive trade prices

THE LINE OF PROFIT

PHONOGRAPHS AND
RADIO CABINETS

deliveries

STYLE a8

Walnut Radio Console. Built-in
loud speaker and battery com-

partment.

Accepts 7" x 18"
panel.

Excel Phonograph Manufacturing Company & et

402-414 West Erie St., Chicago, Illinois

The models illustrated show several
products of the EXCEL line, me-
chanically and acoustically up-to-the-
minute in every detail. The EXCEL
line is appealing to the customers’
cye, car and purse. Your request
for a catalog and price list will be
given prompt attention. Enterprising
dealers will find the EXCEL line
well worth investigating.

STYLE 17

Genuine  Mahng-
any or Walnut
Phonograph only.

STYLE 2

—
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Columbia-Kolster Viva-tonal

| The Eleetric Reproducing Phonograph
“like life itself”
Model 930—List Price 375.00

Columbia-Kolster Viva-toual
The Eleetric Reproducing Phonograph
“like life itself”

Model Y01 —List Price 3475.00

Columbia Electric Viva-tonal

and
Kolster Radio Combination
“like life itself ™
Model 960— List Price $600.00

Check Columbia for

Phono zraphs

[ ] :
[ 1 Records
[ 1]

Service
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Paul Whiteman

Initial Columbia Recordings are:

Record No. 50070-D 12 in. $1.00 Record No. 50068-D 12 in. $1.00
The Man I Love (Vocal Refrain)

My Melancholy Baby
(Vocal Refrain)

La Paloma
La Golondrina

Record No. 1401-D 10 in. 73c

Record No. 30069-D 12 in. $1.00 A .
Last Night I Dreamed You Kissed

The Merry Widow Me (Vocal Refrain)
My Hero (from «The Chocolate Evening Star (Help Me Find My
Soldier™) (Vocal Refrain) waurzes Man) (Vocal Refrain) rox troTs

Record No. 1402-D 10 in. 75¢
C-O-N-S-T-A-N-T-1-N-O-P-L-E
(Vocal Refrain)
Get Out and Get Under the Moon
(Vocal Refrain) rox TroTs

PAUL AsH T -
and His Ortl?eslra JAN GARBER CHARLES KALEY
and His Orchestra and His Orchestra

.. -
NORMAN CLARK
- : Ma r
and His South Sea Islanders 1aL HaLLETT

S. C. LaNIN

Director, Ipana Troubadours

and His Orchestra
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Ted Lewis

Laiest Columbia Recordings are:

Guy LoMBARDO
and His Royal Canadians

Leo REISMAN
and His Orchestra

Record No. 1391-D 10 in. 75¢
Oh. Baby! (from “Rain or Shine”) (Inci-
dental Singing by Ted Lewis)
Start the Band (Incidental Singing by Ted
Lewis)
Fox Trots—Ted Lewis and His Band

Record No. 1336-D 10 in. 75¢
Laugh! Clown! Langh! (Incidental Singing
v Ted Lewis) Walts.
Hello Montreal! (Incidental Singing by Ted
Leawis)
Fox Trot—Ted Lewis and His Band

—

“Ma gic Notes”

Record No. 1296-D 10in. 75¢
The Swcetheart of Sigma Chi (Incidental
Singing by Ted Lewis)
Good Night (Incideutal Singing by Ted
Leiris)
Wattses—Ted Lewis and His Band

Record No. 1242-D 10 in. 75¢

Keep Sweeping the Cobwebs Off the Moon
Fox Trot—Ted Lewis and His Band with
Ruth Etting
Away Down South in Heaven (Incidental

Singing by Ted Lecis)
Fox Trot—Ted Lewis and His Band

Record No. 1313-D 10 in. 75¢
Mary Ann (Incidental Singing by Ted Lewis)

Cobble-Stones

Fox Trots—Ted Lewis and His Band

HARRY RESER
Director. Clicquoil Club Eskimos

Frep RicH
and His Hotel Astor Orchesira

BEN SELVIN
and His Orchestra

PAuL SPECHT
and His Orchestrs
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COLUMBIA-HARMONY
PORTABLE JUNIOR

List Price—$%15.00

“The Little Giant of Portable Phonographs.”

COLUMBIA VIVA-TONAL PORTABLE
“like life itself”
MODEL No. 130
List Price—$30.00

A portable light in weight yet sturdyin construe-
tion. Beautifully finished in blue and red, this
instrument has a charm as appealing as musie
itself. Marvelous tonal brilliance and volume.

COLUMBIA-HARMONY PORTABLE
MODEL NoO. 2
List Price—%25.00

Famed for its sturdy compactness and artistic
appearance affording exceptional value.

THE VIVA-TONAL COLUMBIA PORTABLE
“like life itself”
MODEL No. 161
List Price—%50.00

The performance of this Viva-tonal Columbia
Portable is comparable—both in tone and volume
—to the more expensive cabinet phonographs.
Finished in a Baby Alligator Fabrikeid, con-
structed throughout of the finest materials, this
portable is a finished piece of craftsmanship—a
companion, of which its owner may well be provd.

Columbia Phonograph Company, 1819 Broadway, New York City

Canada: Columbia Phonograph Company, Ltd., Toronto

(.

Schubert Centennial- Organized by Columbia Phonograph Company
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Cuban Dealer’s Unique Record
Trade-in Plan Aids Business

Volney L. Held, of Bayate, Oriente, Cuba, Has Evolved Interesting System Whereby
Record Customers Secure Rebate on New Records on Returning Former Purchases

trade the question of finding some solu-

tion to the problem of disposing of old
records in order to stimulate owners of talking
machines and phonographs in purchasing re-
cent releases. At the present time there must
be millions upon millions of old records that
are never used, reposing in the record cabinets
of instrument owners. No workable solution
has ever been developed which would take
these discs out of the possession of their
owners to make way for further purchases.
Dealers, from time to time, have counseled
their customers to donate such records to
worthy charities. There are also instances
when dealers evolved a record trade-in plan
to meet some particular situation. Libraries
from which records could be rented as are
the books from the present-day circulating libra-
ries have been operated, but there has never been
any permanent plan of nation-wide scope. Can
a record trade-in plan be worked out which
will operate profitably and bring the desired
results? The following experience of Volney
L. Held, importer and dealer of Bayate, Ori-
ente, Cuba, should prove interesting to dealers
who have devoted thought to the record trade-
in problem. Mr, Held, who has spent thirty
years in the selling game in Latin America,
has solved this problem to his own satisfaction
and is glad to pass on his information to the
readers of The Talking Machine World. De-
scribing his methods, he says:

“On account of duty, etc., seventy-five-cent
records retail in Cuba for one dollar cach.
The dealer’s discount from jobbers is 35 per
cent. I sell each record at $1.00 and present
cach customer with a coupon valued at twenty
(20) cents to be used as a credit, provided the
record is returned in good condition and a
new record purchased within thirty days.
Should the customer wait longer than thirty
days the trade-in allowance is lessened to 15
per cent or fifteen (15) cents. An allowance
of 10 per cent is given on records in good
condition purehased in some other dealer’s
store.

“Here is how the plan works. A customer
enters the store and buys two or three records
at the regular price of $1.00 each. He is given
a credit slip for twenty (20) cents on each

THE INSIDE
BACK COVER

ICVERY so often there crops up in the

This issue of
The WORLD

has a very important
message for phonograph
manufacturers and
dealers.

Read it
Carefully

record. Within thirty days, if he returns the
records in good condition, he is allowed the
twenty (20) cents allowance per record to ap-
ply against the purchase of new records.

“These returned records I classify as to their
worth and sell them at prices ranging from
75 cents to 95 cents as used records, thereby
getting my money back and a small profit
besides. Prices on new records are never re-
duced.

“l find by this plan that I double my record
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sales without price cutting and greatly increase
the number of new customers. I do not, how-
ever, make the full amount of profit on all
sales, as it amounts in some cases to 25 per
cent profit instead of the regular 35 per cent.
The increase of sales and the bringing into
the store of more new customers more than
make up the difference. For instance, by this
plan I sell 160 records with a profit of 25 per
cent where before I sold 100 records at a
profit of 35 per cent, showing a balance of
five ($5.00) dollars to the good over the old
plan. In addition, the plan builds up the num-
ber of customers and keeps them better sat-
isfied, a valuable business asset.

“It might be that selling plans which work
out with Latin American people may not prove
successful in the United States, but from the
above plan dealers in the United States might
get some ideas which they could adapt to their
advantage.”

Altschul & Jones
in Buying Combine
Will Buy Standard Radio Merchandise for

Some 200 Eastern Dealers From Local
Jobbers and Pay for Purchases

Frederick P. Altschul, who operates a chain
of music-radio departments in various cities in
the East, and Edward R. Jones, vice-president
of the Conway Finance Co., of Boston, have
formed a partnership for the purpose of
buying standard radio merchandise for ap-
proximately 200 stores located in Maryland,
Delaware, Pennsylvania, New York, New
Jersey, New England States and the District
of Columbia. The plan is to establish dealers
in the above-named States for standard lines
of merchandise whieh will be purchased from
loeal distributors. Payment for the merchan-
dise will be made by Altschul & Jones. This
arrangement permits the jobber to do business
with various dealers without having to look
up their credit standing.

Altschul & Jones will have a staff of ex-
perienced music salesmen who will call on
dealers and stay about a day with each dealer,
going over his entire business, planning sales,
assisting him in collecting his accounts and
doing something entirely out of the ordinary
in stimulating sales.

Mr. Altschul is one of the most successful
and widely known dealers in the metropolitan
territorv. Two of his stores are located in
New York City, one at 104 West Forty-second
street and the other is the radio department
of Baumann & Co., in the Bronx section of
New York. In addition, he operates the radio
departiment of Levy Bros., Elizabeth, N. J.;
the radio department of the Gimbel Stores
Co., Trenton, N. J.; W. B. Moses & Sons’
radio department, Washington, D. C., and the
A. Eisenberg Co. Inc, radio department, in
Baltimore, Md. Talking machines, radio and
musical instruments are handled.

Mr. Altschul has been engaged in the busi
ness of merchandising musical instruments for
more than twenty years and he is thoroughly
familiar with every phase of retailing. In re-
cent years his efforts have been centered
largely on radio. The formation of Altschul
& Jones is something new in the radio field,
and under the company’s policy it is hoped
that retailers will have a broader opportunity
to profit through increased sales.

Features the Panatrope

The Emporium, of San Francisco, has been
using a Brunswick Panatrope Model P-13 with
a powerful amplifier suspended from the great
centrol dome, for the purpose of interesting
and entertaining the visiting public.

For the New
R.C.A. No. 18 Set

A metal table finished in an-
tique walnut and gold to match
the set. An ensemble that will
grace any home. The lower
shelf can be used for books or
other purposes.

List $55

(Including 100-A Speaker Unit)
(West of Mississippi slightly higher)

Sold only through authorized
R.C.A. Dealers

Look us up at the Radio Trade
Show—Chicago

Also manufacturers of Metal Con-
sole Tables for Atwater Kent,
Crosley, Kolster and other stand-
ard makes.

Place your order with your jobber
ROBERT FINDLAY
MFG. CO., Inc.
BROOKLYN, N. Y.

Findlay Metal Console Table No. 18/100-A
With No. 100-A Speaker Unit

(Patented)
\Weight, 42 1bs. Height, overall, 36 ins.

Showroom

ALBERT WAHLE CO., Inc.
242 Fifth Ave. - N. Y. City
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IT is with unusual pride that we announce to the radio
trade this line of electrical radio receivers representing
the most modern developments, the crest of engineering
achievement, and a tone quality that we believe has hitherto
been unknown in the industry.

Four console models, the product of America’s foremost
designers, perfect pieces of modern furniture, each one
equipped with a Dynamic Power speaker specially
mounted on a baffle board, each one purely electrical in
operation—and with a radio chassis produced to obtain
the finest possible results under present day broadcasting
conditions,

Authorized AMRAD distributors now have sample sets
on display, and we urge you to hear them, test them and
carefully examine them before determining upon your
line-up for 1928.

In the field of fine radio receivers there are few that
match the Symphonic Series in appearance—none that
surpass it in radio efficiency, and in tone production
AMRAD stands alone!

THE OPERA

Thi: magnificent Cousole contains the com-
hination Amrad Radio and Phooograph.
French renaissance design. period Louls XIV,
of richly figured walnut, front panel, legs and
stretchers decorated hy overlays of hand
carved walnut and hand carved ornaments.
Dimensions, 56%x32x181%”.

The radio s purely electrical house current
type, using power tuhe UX-250 or UX-210.

AMRAD models in the Symphonic
?:’JZ;%E;.J{%Z”Ekgué’e,g}?,sgggf%ﬁg Series 'are designed and priced to
ihlevement in radle tone producion, giving SELL! Thfay represer}t extrf:me
heauty and power. Iihuminated dial with value—and will be advertised nation-
ally to ten million consumers. And

hronze escutcheon plate enameled in color.
and single dial control. Has finest type of
the prices are astoundingly moderate.

modern electrical phonograph, record com-
Partment, eto. Price $875, (without tubes).
Priced slightly higher West of the Rockies

The Amrad

The AMRAD Electrical Corporation
assis uses three stages
of radio; detector; two Med‘o;:::smsme'

stages of power ampli-
fication and two recti-
fiers—8 tubes in all.
Uses power tube UX-210
or UX-250.

J. E. HAHN, President

AMRAD sets are manu-
factured under license
contract between Radio
Corporation of America
and Crosley Radio Cor-
poration. Licensed under
Hazeltine and LaTour
experimental and broad-
patents issued and pend-
ing for radio amateurs,
cast reception,

POWEL CROSLEY, JR.
Chairman of the Board

A

I

e Gy BT ik




The Talking Machine World, New York, June, 1928 27

DYNAMIC
MODELS

Purely Electrical
Operation!

THE SONATA

Louis XVI, finished in light wal-
nut with Butt Walnut doors and
inside panel. Decoratlve panels
of satinwood and zebra wood
add character as well as beauty.
A fine plece of furnlture for any
home. in harmony with modern
design.

The Inside panel contzlns a
bandsome bronze enameled es-
cutcheon plate witb illuminated
single dial control. The radlo
i the most modern purely elec-
trical design, uslng yower tube
UX-250 r UX-210. Double
shielded, extremely sensitive and
designed for utmost selectivity,

with a full ri to at has
never hefore been achleved in a
Console radio, and is due to the

use of the very finest type of
Dynamle loud speaker (R.C.A.
105), glving the entire ramge of
the musical scale with exquisite
beauty and power. Dimensions,
51%x34x17”, Price $475, (with
out tubes).

Priced slightly higber West of
THE NOCTURNE R coh e

A beautiful Console model of Yalnut veneer, with
doors of cholcest Butt Walnut stock. Finished In
the most modern trend. A built-in Dynamic power
speaker gives a tone productlon of marvelous fidelity
and rich heauty. The radio is purely electrical house
ourrent type, uses power tube UX-250 or UX-210.
Specially designed to givc utmost seleotivity, double
shlelded and extremely sensitive. Illuminated single
dial control, and hronze escutcheon Dplats enameled
in color. Dimensions, 50x30x17”. Price $295, (with-
out tubes).

Priced slightly higher West of the Rockles

THE CONCERTO

This besutlfully proportioned cablnet reflects
modernistic tendencies in furniture KFinest
veneers are used with top and sides of American
walnut and front of diamond matched oriental
walnut.  Exqulsite satinwood horder.  Doors
swing fully hack. The decorations are of genuine
solid brass in antique flnish. Dimensions, 49%x
30%4x173%"”,

The CONCERTO oontains the purely electrical

rad chassis using power tube UX-250 or
UX-210. The unique tone quality is achleved by
an eloctric Dynamic power speaker bullt Into the
cabinet, with exclusive Amrad construction. It

Special Features

to suit his taste, emphasizing either
the higb or the low notes.

It alse has an electrical phonograph
pick-up attachment which becomes
effective hy throwing a small switch,
employing the audia ampllifying sys-
tem and electrie dynamic speaker for
puonographs of any type—giving the

richness and volume of tone.
even In the case of small portahle
phonographs.

Ifluminated single dial control
and  bronze escutcheon plate
enameled 1n color. Price $320,
(without tubes).

Priced slightly higher West of
the Rockies

e of the outstanding features ls
that which permits the use of the
clectrical connectlon for the recelver
(through the lamp socket) a: an

neither outdoor or Indoor antenna ls
necessary, Best results, however, can
he ohtalned by use of an outdoor
antenna and ground wire, The prin-
cipal use of the antenna plug-in Is
in demonstrating the receiver either
in the home or In the display room.
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FREED~-EISEMANN

presents

the New

——

\V?E did two things before we started the wheels going around on this
1928-1929 line: first we found out what our dealers wanted. They
said, “One standard chassis. A set which will cut down service. A set
which will perform under all electrical conditions in the United States.
Light Socket operation, of course. Low price for high value.”

Then we went to the public—the people who buy radio sets. We asked
the same question: “What do you want in radio?” The answer was “A
receiver which will bring in the broadcast even clearer and louder than it
is in the studio, so we can tune it down to exact likeness with the music,
the speech, the song. Homelike tone. Beauty! Perfected -electrical
operation!”

Then we made it.

Now we present it—the new Freed-Eisemann Magnify-
ing Radio. Just as a magnifying glass makes objects clear-
cr and larger, this magnifying receiver can bring the broad-
cast into the home clearer and louder than it is in the
studio. This is the same reserve power that makes a man
love to drive a powerful car; he doesn’t always need the
power—Dbut it is there when he wants it.

The magnification without distortion rests primarily on
an entirely new and differently designed audio system. No
other set has it.

Freed-Eisemann, steadily becoming more successful dur-
ing the past years, now starts its greatest season. Insure
your profits by handling a line backed by years of Electric
set manufacturing. We have been building radio sets since
broadcasting began. Join with us for success.

512500

list, without tubes
or speaker

Prices higher west
of the Rockies

licensed by Radio Corporation of America, General Electric Com-

pany, Westinghouse Electrfc & Manufacturing Co. with the assent

of the Americsn Telephonc & TelMegraph Co.; licensed under the
patents of Marius C. A. Latour; licensed under the Hazeltine
ieuuaéb’ne vatents; and licensed by Canadian Radio Patents
Amite

The Perfected Electric Radio !

Below is shown the Freed-Eisemann Great Eighty
(Model NR80) in hammered silver effect metal chest.
A magnificent § tube (7 and rectifier) neutrodyne
receiver, with 4 tuning condensers under single control;
tlluminated dial; three stages tuned® radio frequency,
two stages audio frequency; output transformer sup-
plementing audio stages; matched coil inductances;
fully neutralized radio stages; individual copper com-
partments for each coil. Made in models for either
Direct or Alternating house current, 25, 40, 50 or 60
cycle.

e

R ———
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Coupon, please!

REED-EISEMANN makes it easy for dealers this
year with one standard chassis only, modified for
operation on DC and AC current or for operation
The set
is adaptable for table or console housing. Easy to

with the great mew Dynamic Speaker.

sell: easy to service (if it ever meeds it). The line
also includes magnetic and cone speakers.

We are going to make this a Freed-Eisemann year
in radio with the finest job we have ever turned out,
at an easy selling price, backed by advertising and
plenty of it. See the Great Eighty at Chicago, Booths
94 and 95. Demonstration Room 512—offices 1800-
1801-1801A, Stevens Hotel. Coupon below will bring
you the details of our proposition to distributors
and dealers, which is based on our knowing that
our success rests on making it possible for our dis-
tributing organization to make money. If you agree
with this idea, send the coupon.

TMW-2

FrEED-EISEMANN RaDp10 CORPORATION,
Junius St. and Liberty Ave., Brooklyn. N. Y

Something new at last in Radio! T’'m willing to be shown

Send me your proposition!




Do You Know Your Costs

Relation of store wages
to sales dollar

o selling. 46%

CCURATE cost finding is one of the
most important functions of management,
whether in connection with a large man-
ufacturing organization or a retail store. The
retailer to-day, faced with keen competition as
he is, price cutting, small down payments, long
term contracts, service and other factors that
endanger his profits, must know exactly where
he stands financially. He must know the costs
of his various departments. Certain knowledge
of whether his sales methods are profitable is
essential, He must know which departments
of his business are profitable and which ones
are failing to produce. Armed with this infor-
mation the management can take the necessary
steps to place every phase of the business on
a basis that means a satisfactory return on the
investment. Lack of this data often is the
forerunner of failure. The importance of know-
ing costs cannot be overestimated.
Where does the money go? That is a g

is the difference be,
purchase price of a

e

) W@é
of @ach dollar fof

goes for salarigs, deli
ice, advertising, rent, dé
tion, financing and
trade-ins? If | you know th
you have the basic knowledg¢ for analysis of
your business to the end that juccessful opera-
tion can be attained and stepg can be taken to
obtain maximum profit on the|investment.
The Science of Refailing

In the foreword to “Analyzing Retail Selling
Costs,” by G. E. Bittner, of the United States
Department of Commerce, Ffank M. Surface,
assistant director in charge of Domestic Com-
merce, points out that:

“Retailing is becoming mére and more a
science. To conduct his busipess successfully,
the retailer is required to kjow how to buy,
where to buy and when to buy, to meet the
exacting requirements of hi§ community. If
he overbuys, he will build up| large inventories
to absorb an undue proportiofi of his operating
capital, and to this large stock of slow-moving
merchandise will accrue an acdumulating burden
of rent, insurance, interest, tdxes, depreciation,
obsolescence and other items pf overhead costs.
1f he buys stock that is not fuitable to the re-
quirements of his customers Be will accumulate
an inventory from which he chn not hope to re-
cover his entire investmentf On the other
hand, if he buys an insufficiefit quantity to sat-
isfy the demand, he will losp sales and disap-
point customers.
He may retard
his stock turn-
over by carrying
an excessive
number of very
similar items.

“In his buying
the successful re-
tailer recog-

Finoncing end Carrying
Charge 1%

Employes not engaged Employes engaged in
1! 549

selling,

nizes his function to be that of serving his
community as a purchasing agent. He antici-
pates his customers’ requirements as to kind,
quantity and price range. Having intelligently
purchased stock to meet the requirements of his
customers, he then faces the necessity of dis-
playing his merchandise in a manner that will
attract the attention and arouse the interest of

= the patrons of his

\'3\1 Thereafter,

=y store.
W ﬁ 'I.;! comes the test of his
i %W \ entire operation—that
(i\"/\ o= of selling his mer-
1 chandise in 2 manner

most acceptable to his
customers wit

modities
salaries”and wages paid the sales person with
e time of the sales person and the commodity
sold. The study indicates certain deficiencies
and possibly unnecessary w
as brought to light that the sales
person is idle about one-third of each day. Add
to the idle time the time devoted to the care
stock and one-half of the day is accounted
it was discovered that certain items
are costing to sell than others. These
all important owmai

ling talking
accessories.

parent from study of “the answers received 1
response to questionnaire

The average overhead f
and radio departments totaled 30 per cent,
divided as follows: Salaries, 13 mer cent; de-
livery, 2 per cent; service, 3 per cen¥ advertis-
ing, 6 per cent; rent, 4 per cent; depregciation,
1 per cent; financing and carrying charge, 1
per cent. It must be remembered that th
figures are average. Individual concerns may
run a considerably higher overhead or perhaps
less, depending on efficiency of operation.

It is interesting to note in Mr. Bittner’s
analysis of the relation of retail store wages
to the sales dollar that salaries of retail store
employes are 129 per cent (see illustration at
top of page) as compared with the figure ob-
tained by The Talking Machine World in its
survey of 13 per cent. In a recent survey of
the ratio of retail music store payrolls to gross
sales a wide difference was found in salary
coverhead in different cities. In Syracuse this
item of costs totaled only 11.5 per cent; Seattle,
13.21 per cent; Denver, 14.75 per cent; Oakland,
15 per cent; San Francisco, 15 per cent;
Chicago, 17 per cent; Baltimore, 18.84 per cent,
and in Kansas City 19 per cent. The average
in 90,000 stores in fourteen cities, including all

30

talking machine

of Operation?

Where the Retailer’s Money Goes—
Importance of Cost Finding

lines, as mentioned before, was 129 per cent.

Another interesting point developed in the
survey of general retail stores is that only 54
per cent of employes are engaged in selling
activities, 46 per cent being engaged in other
work not directly concerned with producing
profits. The 54 per cent of retail sales people

do not spend their entire time selling, how-
ever. Ac- —— —

cording to l J4 (""{:‘1

the survey Ve

only 42 per - J

L) Delivery 2%

making sales; idleness takes up 33 per cent of
the day; stock care, 17 per cent, and interviews
& per cent.

‘What does all this mean, especially to the
talking machine dealer? It means that his
business, being
similar to other
retail enterprises
and included in
these sur
e improved
There is the idle
time of sales peo-
ple, for example.
Cut down this
form of waste by reducing idle time and pro-
4 duction increases and profits
increase in direct ratio. Also
there is no valid reason why
the non-selling employes in
the store should not contri-
bute, no matter in how small
a way, to the sale of merchan-
. dise. Some concerns recognize

Advertising 6% this fact and several of the
largest retail music establishments in the
country have instilled in their non-selling
employes the desire to sell by offering bonuses
and commissions on sales made by or through

individualswf business
]

over a period
of a month,
but at the end
of a year these
sales may
ake all the

he bookkeeper, the delivery man and
%e man all can and should be inter-
ested in the sales end of the business. The
service man, s been found an
excellent
source of
business.

These are
days of
small net
profits and
the dealer
must shave
overhead
wherever possible and increase turnover by
more efficient methods of operation,

Depreciation
1%

—
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" When you hear
Operadio, in-
stantly —you
knowit’s better!
The tone values
are all there.

MODERN! Beautiful! The last
The “Junior” word in speakers for use in the home.

New finish---lighter weight. One

of the greatest values at $15.00. Operates efficiently With any Set._.A.C.

A complete line ranging in price .

from $15.00 to $250.00, includ- - o

from $15.00 10 8250.00,includ- or D.C.--regardless of design. The
All Cabinetmodels supplied with

o Vithont the. mew Operadfs new Westminster Model will be on

Super Power Amplifier.

The Bloctype has cstablished demonstration at the R. M. A. Trade

itself as an entirely new, differ- )
t and better kind of Speaker. Q ® d e
SRtk o erss s siad o1 Show. See it--Hear it---Don’t miss it!
which the tone chambers are
d hibits distorti d
S SUITE 705, STEVENS HOTEL
made possible radio recreation 9
supreme in musical beauty--an

accurate reproduction over the
wide range of musical sonnds.

The ‘“New Senior”’

Better than ever. Added refine-
ments in appearance and finish
will make this model more pop-
ular than cver. Weight mater-
ially reduced. $25.00

; Manufacturers Sales Department
OPERADIO THE ZINKE
7~ , MFG. CO. co.
Dept. T

. q g 1323 S. Michigan
Prices slightly higher west of St.Charles 5
the Rockies and in Canada. 1. ’ BLOC TYDE s PEA KERS Chicago, Ill.

(PATENTED)



Profit Winning Sales Wrinkles

“Two Black Crows” Dialogue in Display—Ivan E. Meyers, Edison Dealer, Believes in
Telling the World—Kieselhorst Appeals to the Chinese Trade—
Clever Lighting Arrangement Aids Display

One of the most successful methods of stimu-
lating record sales is that of effecting a tie-up
with visiting recording artists and cashing in

on their popularity with customers who have
been among the audiences during the local en-
gagement. An example of this can be illus-
trated by the experience of the phonograph de-
partment of the Jones Store, Kansas City, Mo,
which, during the appearance of Moran and
Mack with ‘Earl Carroll’'s “Vanities,” made an
effective tie-up by means of a record display.
In one corner of the window a miniature thea-
tre stage was erected with the figures of the
“Two Black Crows” in the foreground. A con-
tinuous conversation between the two black-
faced comedians was flashed across the screen
by a motor sign arrangement. A Columbia
Viva-tonal phonograph and a number of “Black
Crow” records completed the display. Officials
of the Jones establishment reported this win-
dow to be one of the most effective that they
ever had, with an amused crowd before it most
of the day and night.

Billboard on Wheels

Although situated in Leroy, Minn., which has
a population of only 700, Ivan E. Meyers, Edi-
son dealer, uses methods that are as aggressive
and up-to-date as those of dealers in the key
cities of the country. Mr. Meyers is a firm
believer in keeping the name of his store and

the Edisonic products constantly before the
eyes of the buying public. His latest stunt was
to decorate a motor car in such a fashion that
it is a billboard on wheels, as can be readily
seen from the illustration. It is painted snow-
white, and all four sides are reminders of Edi-
sonic phonographs and records. The “billboard
on wheels” is seen all over town and for many
miles about. When the local high school en-
gages in baseball games or siuiilar sports, Mr.
Meyers has one of the students take the circus
car to the grounds with a table model Edisonic
inside and play a varied selection of the latest
Edisonic records for the entertainment of those
attending the game. School dances have also
proved to be fertile fields for demonstrating the
instrument and records. Renting instruments
with the latest records for special occasions and
to the Oak Dale Amusement Park on Sundays

\ WSO

M UST Oy

is another method which Mr, Meyers has found
profitable and a means of interesting more peo-
ple in his line.

A Chinese Circular

Miss Helen Moore, manager of the record
department of the Kieselhorst Piano Co., St.
Louis, Mo., overlooks no opportunity to in-
crease the clientele of the store and to render
every possible service to customers. The
store has a number of Chinese customers,
and Miss Moore decided to send a circular let-

The Silver Electro-plated Needle

THE W VIOILE

Es ec1a11y adapted for electrlcally
: ‘recorded records

Attractive prices for jobbers

WALL-KANE NEEDLE MFG. CO., Inc.
3922—14th Avenue, Brooklyn, N.Y.

Wall- Kane, Jazz. Concer}, Best 'Tone. and Petmecky Phonograph Needles.
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ter to them and to other Chinese in the city
in order to increase the sale of Chinese records.
She had one of her Chinese customers lay off
“Spotting-up” laundry tickets long enough to
get up a special letter in Chinese characters
to send the Kiesclhorst message to the Orien-
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tals. The text of the fett;r, which is reproduced
herewith, is translated by Miss Moore as fol-
lows: “Come here tor your Chinese records and
Victrolas. Time payments. Complete stock
carried here. Kieselhorst Piano Co. Ask for
Miss Moore.™

Light in Display

One of the factors which plays a large part
in the attractiveness and effectiveness of a win-
dow display is that of the lighting arrange-
ment. The use of a spotlight to call attention
to an instrument or a certain feature of an
instrument, indirect lighting, the use of colored
lights to arrest the eye—all these play their
part in helping “make or unmake” a display.

The accompanying photograph is that of a win-
dow display of Stanley Hubbard, Stromberg-
Carlson dealer of Riverside, N. J. This display
is unusually attractive, although simplicity is
its keynote. A great part of the window’s
distinction lies in the unusual method of light-
ing. One large and powerful electric bulb was
placed behind the center window card, casting
its light on the Stromberg-Carlson receiver
and cone speaker, illuminating the other win-
dow card without any glare to detract from
the scene, and producing an effect bound to
attract attention.

Tie Up With Radio

During the past month one of the largest
talking machine record manufacturers called
the attention of its dealers to two national
broadcasts of its artists over wide networks
on commercial hours. Dealers should not find
it necessary to have their attention called to
the sales possibilities offered by broadcasts of
this nature. Read the programs and use them.

The Bentonville Music Store has been
cpened in the Meteor Theatre Building, Ben-
tonville, Kan. Phonographs, records and sheet
music are handled.

s
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THIS MOTOR

The United Pick-Up brings electrical
reproduction to any phonograph with
astonishing volume and tone quality.
Equipped with our famous “Super-
Magnet,” and constructed of finest ma-
terials, this product is the most excep-
tional in the entire field. The Pick-Up
complete with arm, cord, plug, and
volume control retails at only $16.50.
Here is a highly profitable field for alert
. converting
aphs now owned by

ooks. Send

B
otor for portable phonographs
- It gives silent power and positive,
d. It is sturdy, strong-pulling, sure
ped with an easy, noiseless, worm-gear
vally found only in more expensive cabinet
otors. Designed and built exclusively for port-
- ables, it is the one. modern motor for the purpose.

UNITED

(PHONOGRAPH DIVISION)

UNITED AIR CLEANER COMPANY
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DEALERS know that the finest per-

formance guarantee they can offer
their trade is . . . Equipped with United
Motor.

This is particularly true in selling port-
ables, as the motor is the most expensive
unit in the machine and therefore ex-
pected to be the most efficient.

Better portables today are United
equipped for the manufacturer has come
to realize that United No. 2 helps the
Dealer in his selling. It means some-
thing to say “The motor in this portable
gives you strong, silent, lasting power,
at uniform running speed which is abso-
lute.” The dealer has more value to sell
in portables, United equipped.

We will be glad to send samples and
quotations to recognized Manufacturers
and Jobbers so that they may actually
see how United Motors give the utmost
in reliability and lasting business to their

Dealers.
The famous United No. 5 motor for cabinet

machines. A high quality product reason-

ably priced. More than 150,000 cabinet

phonographs were equipped during 1927

with this efficient, smooth-running, silent

motor . . ., proven value!

United Motors are de-
gigned and built in this
modern plant. The prod- ® , !
uct of trained specialists I —= = INITRO “AX
who know phonograph i 24 7 T ety alh
motors. 3 SRS A T

(PHONOGRAPH DIVISION)

9705 Cottage Grove Avenue, Chicago, Illinois
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OR those who worship at the shrine of Music,

See UTAH at the there is only one perfect reproduction—the
R. M. A. Utah. A single demonstration will convince you
TRADE SHOW

of its superiorities over ordinary reproducers!
BOOTH B9%6

Stevens Hotel - Chicago There is a Utah to meet every requirement of 1

WE ARE MANUFACTURERS NOT ASSEMBLERS

i
bi
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Type X26
$26%
The new Ital-

jian Renais-
sance mahog-
any carved
wood cabinet
speaker equip-
ped with Utah
power mator,

All Utah speakers use this
“patented” Utah power
motor. The Utah model
is not guaranteed for
days but always.

Nature-like voice
coil an exclu-
sive Utah
fecature.

Type X30—%30%
Beautiful genuinc brown ma-
hogany cabinet speaker equip-
ped with Utah power motor.
One of Utah’s leading new
creations.

Type X35
$3500

Model 18
$1800

equipped with
magnet conc unit.

purse or taste, each beautifully designed and a

real value in its own classification. Stock the See!
complete Utah line and you can fulfill every de- UTAH’S complete
. . line of . -
mand in up-to-date radio reproduction. y .
UTAH RADIO PRODUGCTS COMP Y DYNAMIC
65 B SPEAKERS

1615 South Michigan Avenue - . . Chicago

Utah is licenscd under Lektophone patents. Utah Dynola Power Speakers licensed under Magnavox patents
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Feature PAL Portable Phonographs
—Display them—Advertise them—

There is no surer way of making en-
thusiastic customers for your store.

Sell your customers QUALITY!
Sell them RELIABILITY!
Sell them PERFORMANCE!

Then, instead of giving portables

away, you can sell at a PROFIT!

Order samples from your jobber or

write to us for jobber’s address.
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Sell More Phonograph Needles

Feature “VERIBEST” Gilt Ten-Play Needles

Unusually fine needles put up in attractively colored
boxes and displayed in this metal revolving stand.
They sell themselves—quickly and profitably!

THE GILT " THE GILT

Phonocasonloee [ prosocamleeors
et de 210y M //d/:/ly!ﬁdé

MED]L‘
i MEDILM
MEDIUM
MEDIuM
§ Vb
§ vEDiLy
MEDIgry
MEDIUM
MEDILy
I ] '\'EDTL".T

MEDIyy
B Meowy
MED oA

Send to your jobber or direct to us for a sample unit — the
whole thing costs you only $5.50 (including stand) — and re-
fills of 100 boxes are only $4.50 — Your Profit is 100%!

Plaza Music Co., 10 West 20th St., N. Y.

NOTE: Headquarters for every type of Phonograph Needle. W'rite for prices.




Last-Minute News of the Trade

Edison Combines With Splitdort-
Bethlehem, Entering Radio Field

Pioneer Manufacturing Concerns Will Jointly Manufacture and Sell Radio Equipment
and Electric Phonographs—WIill Retain Separate Identities and Financial Status

A distinct sensation was created in phono-
graph and radio circles through the announce-

Charles Edison
ment that Thos. A. Edison, Inc, had finally
entered the radio field as the resnlt of the
formation of a combination with the Splitdorf-

Bethlehem Electric Co., prominent maker of
radio apparatus for the joint manufacture and

e = —————

?ﬂ o ! |
Arthur L. Walsh
sale of radio equipment and eclectric phouo-
araphs. The move is regarded as having par-

(Continued on page 130)

Histributors Atten:d:Annual
All-American Moh‘clwk Convention

Two-day Sessions Held at Hotel Stevens on June 8 and 9—National Distribution
Greatly Strengthened Since Consolidation—New Wholesalers Recently Appointed

Ciicaco, IiL, June 8 —Distributors’ repre-
sentatives from all scetions of thic country,
numbering about sixty, are gathering in
Chicago as the Junc issue of The Talking
Machine World goes to nress, for the annual
distributors' convention of the All-American
Mohawk Corp., radio receiver manufacturer of
this city. The business sessions of the two-
day meeting will be held at the Hotel Stevens,
on June 8 and 9, two days before the opening
of the Radio Trade Show at that hotel. Otto
N. Frankfort, vice-president in charge of sales
of the All-American Mohawk Corp., returned
a few days ago from an cxtended trip, during
which he visited many of the firm’s distributors
in the \West and on the Pacific Coast, and
will be on hand to swing the gavel when the
first business session of the convention is called
to order.

The new line of radio receivers developed
by the All-American Mohawk Corp. will be
revealed in full during the convention for the
distributors’ inspection, and the event will be
climaxed by a banquet on Saturday evening
at the Hotel Stevens.

Since the announcement of its consolidation
two months ago, the All-American Mohawk
Corp. has greatly strengthened its national
distribution, adding to its list several wew
distributors of prominence and standing
thronghout the country. Among these dis-
tributors are W. M. Dutton & Sons Co.,
Hastings, Neb.; Gra Motor Supply Co., Sioux

Falls, S. D.; Lucker Sales Co., Minuecapolis,
Minn.; Philadelphia Motor Accessories Co,,
Philadelphia, Pa.; the Tovan Electric Co, Cin
cinmati, O.; Michael Ert, Inc, Milwaukee, Wis,,
and P. J. Cronin Co., Portland, Ore.

\ large number of distributors have been
reappointed to handle the \ll-American Mo-
hawk Corp. line of radio receivers in their
respective  territories, including American
Phonograph Co., Albany, N. Y.; Automotive
Electric Co., Sioux City, Ia; Blackman Dis-
tributing Co., New York City; the Columbia
Stores Co., Salt Lake City, Utah; Cycle &
\uto Supply Co., Buffalo, N. Y.; Darling Auto
Supply Co., Auburn, Me.; Excelsior Auto &
Batterv Co., Harrisburg, Pa.; Federal Radio &
Electric Co., Paterson, N J; French Nestor
Co., Jacksonville, Fla.; Heat & Power Supply
Co., Toledo, O.; Listenwalter & Gough,
Inc, of San Francisco and Los Angeles;
Lowsville Auto Supply, Louisville, Ky ; Na
tional Radio & Auto Supply Co., Cedar Rapids,
Ta.; Northeastern Radio, Tnc., Boston, Mass;
Onondaga Auto Supply Co., Syracuse, N. Y ;
Plymouth Electric Co., New Haven, Conn;
Smith Bros. Hardware Co., Columbus, O.; B.
W. Smith, Inc, Cleveland, O.; Talking Machine
Co., Inc, Birmingham, Ala.; \Waite Auto Sup-
ply Co., Providence, R. I.; \Washington Auto
Supply Co., Washington, Ill.; Higgenbotham
Perlstone Hardware Co., Dallas, Tex, and
the Roberts Empire Electric Co., of Houston,
Tex.
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Victor Distributors
Hear Plans for 1928

New Line of Victor Models Viewed by
More Than 200 Jobbers, Members of
Their Staffs and Victor Sales Forces

Campen, N. T, June 2.—Mlore than two hundred
guests, including Victor distributors, members
of their staffs and of the Victor sales forces
who gathered in Camden this week to view the
new line of Victor instruments and hear plans
for the balance of the year, were entertained
at dinner on Thursday evening at Green Hill
Farms, Overbrook, by the Victor Company.
E. E. Shumaker, president of the Victor Com-
pany, presided. The principal speaker of the
evening was H. \V. Prentis, Jr., vice-president
of the Armstrong Cork Co. Entertainment was
furnished by the Yictor Concert Orchestra,
with Rosario Bourdon conducting; Jimmie Rod-
gers, Victor's “Blue Yodeler”; the Revelers,
and Walter O'Keefe, a new Victor comedian.

The distributors’ meeting, which lasted two
days, will be followed by a conference of rec-
ord sales people who are coming from all sec-
tions of the country.

RCA Ai;noﬁnces
Changes in Staff

Quinton  Adams, formerly manager of the
Radiola division of the Radio Corp. of
\merica, has been appointed manager of a
rew major sales division to be known as the
Engineering  Products  Division, which  will

l:andle thie sale of broadcasting stations, special
apparatus and various sales contracts of the
Radio Corp.

Other changes in the general sales and dis-
trict offices of the RCA, announced by J. L.
Ray, general sales manager, are as follows

\. Nicholas, formerly district sales manager
at New York, becomes manager of the Radiola
division; A. R. Beyer, formerly assistant dis-
trict sales manager at Chicago, becomes dis
trict sales manager at New York, and D. A
I.ewis becontes assistant district sales manager
of the Chicago territory

Allen-H?)ug_h’lQIfg. Co.
to Sponsor Broadcasts

Racixe, Wis,, June 1—Don T. Allen, president
of the Allen-Hough Mfg. Co., of this city, an-
nounced this week that arrangements had been
consummated whereby his company would
sponsor radio broadcasting every Friday cve-
ning over station \WBBM, of Chicago. This
broadcasting will feature the well-known line
of Allen portables and the Allen electrical pick-
up and represents one of the features in the
company’s extensive advertising program.

Sparton Jobbers in
~ Three-Day Conclave

As The Talking Machine World goes to press,
distributors of the Sparks-Withington Co., maker
of Sparton receivers, are gathering at Jackson,
Mich, the headquarters of the firm, for a three-
day convention and sales meeting on [une 6, 7
and 8, and an exclusive pre-showing of the 1928
Sparton radio products. Details of the conven-
tion will appear in the July issue of The World.
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Power of Concerted Action

T HE success of the Music Industries Chamber of Commerce,

backed by the protests of hundreds of members of the music
industry and by other outside interests, in persuading the Senate
Finance Committee to amend the New Revenue Tax Bill to relieve
merchants selling on instalments from the burden of being called
upon to pay double taxes on their accounts, is a matter for con-
gratulation. As a result of the Senate action the Conference
Committee accepted the amendment with only a slight alteration,
although the House had turned it down, and as a result the amend-
ment was included in the final bill as passed by Congress on May
26, and signed by the Presiden: on May 29. This iavorable result
represents a distinct tribute to the effectiveness of concerted action
and of persistent protest.

Robbing Peter to Pay Paul

WHEN a dealer sells a portion of his instalment paper to a
finance company, for the purpose of securing liquid capital
with which to discount his bills and provide for sound business
expansion, he is making proper use of a service that is calculated
to keep business moving. When, however, he realizes upon his
paper for the purpose of paying current running expenses he is
likely to be storing up trouble for himself. Financing costs are
prohibitive unless the cash realized can be used for business pur-
poses that will bring in profits in excess of the discount charges.
Otherwise it is a case of robbing Peter to pay Paul.

An Important Announcement

“T" HE announcement by the Victor Talking Machine Co., late last

month, that prizes aggregating $40,000 in cash for original com-
positions by American composers is one of outstanding importance,
for it serves to reflect once again the substantial part that the talk-
ing machine and its makers have played and are playing in the devel-
opment of musical instruments and appreciation in this country. In
addition to offering what is believed to he a record prize of $25,000
for a symphonic composition considered by the judges to be the
best of those submitted, the Victor Co. has gone a step further
and given formal recognition to the lighter forms of music, wi h
a first prize of $10,000 and a second prize of $5,000 for a con-
cert number that may be played by the American dance, jazz or
popular concert orchestra, Ii the enthusiasm of a norable com-
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pany gathered to hear the announcement is to be regarded seri-
cusly then the move is one of the most far-reaching importance
for the composers of American birth.

Radio Commission Takes Action

HE seriousness with which the T'ederal Radio Commission

regards its work of regulating broadcasting and insuring pro-
grams that measure up to a certain standard of excellence is evi-
denced by the announcement that unless they can show cause why
their stations should continue on the air after August 1 one hundred
and sixty-two broadcasters will have their licenses canceled on
that date. Iiven free air has become a thing of the past.

New Business Comes First

'I‘ HIE replacement business as a factor in building up sales

volunie in the retail radio field in the near future must be
given due consideration, but it is not at all wise to give to that
factor an importance it does not deserve. Replacement business
means trade-ins, double selling, and, unless properly handled, shaded
profits. Handled conservatively it helps build up the gross, but it
should come only after the field for new sales has been worked
mtensively. In short, it will not pay to neglect the new for the old.

Bargain Prices Kill Confidence

BARGAIN prices never built public confidence. They may at-
tract business for a time, and, if made for an honest and
legitimate purpose, may serve to move stock quickly, but if per-
sisted in, they serve to interfere with rather than aid selling. The
radio trade has had its share of the bargain fiends—of the type of
dealer who depends upon sensational announcements to move his
stocks without offering any notable values to those who fall for
his appeal. It has taken the better element of the industry some
few years to offset even a portion of this influence of the bar-
gain store, and it is still a problem that must be regarded seriously
by those who seek to build an industry that will hold business
through confidence and respect rather than through cut-prices.

A Tie-Up of Importance

’I‘ HE tie-up of talking machine interests with motion picture

film activities, following upon the close association of the
phonograph and the radio, has established a triumvirate the possi-
bilities of which even the leaders of the industry cannot fully con-
ceive. It is a tie-up that makes for the holding of public interest
and the establishment of the buying urge, and at that is hailed
only as leading to even bigger things.

Big Things in the Offing

S HIEERE are some big things stirring in the talking machine-radio
field these days, with formal announcements in the offing that
may properly be expected to portend substantial business progress
for the future. Among the talking machine manufacturers, par-
ticularly, there is an evident desire to keep doing things for the
purpose of holding public interest. It is evident that the one-time
mistake of resting on the oars with smug satisfaction in past ac-

complishments is not going to be repeated.

Work for the Association

HE industry that possesses a strong trade association is

equipped for self-regulation to a degree which, if wisely
directed, will effectively preclude Governmental interference by
rendering it unnecessary.” This is from a speech by Abram F.
Myers, a member of the Federal Trade Commission, and offers
still another, and. in a sense, official endorsement of the trade
association idea. The music industry has done much along this
line, but there is still much to do.

Dangerous Ground
HIGHLY patriotic 100 per cent American talking machine
4 dealer in the Middle West advertises widely *“American music
for Americans.” He probably confines his stock exclusively to re-
cordings of American-Indian chants and folk songs. Otherwise he is
treading on dangerous ground,

N E—
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STUDNER
BROTHERS ¥

“WELCOME” you and your associates most
cordially to view what they believe is one
of the most outstanding and distinguished
exhibitions of the show — executed in the
“modern manner” at the Second RMA

Trade Show, Stevens Hotel, Chicago, June
11 to 15.

Visit Our Displays

Superior Cabinet Co. S. Karpen & Bros. Buckeye Mfg. Co.

Muskegon, Mich. New York Springfield, Ohio

Chi
Booth No. 112-113 Michiglgzg%ity Booth No. 114
Los Angeles

Booth No. 136

STUDNER BROTHELS..

Inc.

A national sales and merchandising organization

New York City Chicago
67 West 44th St. 28 East Jackson Blvd.
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is gsoing to be a
FUVUCERY NUMVMELEKER

for Victor DDealers
e ——

YouLL know why the first time you see this new Victor
instrument. Everything a radio fan and a record enthusiast
could want in a combination model is here. At a price so
reasonable that instantly the customer knows he is getting
a genuine bargain. Read over this big list of features:

—A genuine Victrola with Orthophonic-type Sound-box

—Radiola 18, RCA’s improved model of the popular «17”

—A built-in Speaker

—An all-electric radio. Just plug in and play

—Four record albums, fully bound in buckram, with backs
decorated with gold stamping and highly colored labels

— A beautiful cabinet for both instruments. Designed to har-
monize with any modern interior. Built at just the right
height for comfortable tuning and for playing records

et —
VICTOR TALKING MACHINE
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Victrola Radiola, Model
Number Seven-eleven.
List price, $250

All for $250, List Price

Anybody in your neighborhood who is planning to buy a
radio next fall won’t have to think twice before making up
his mind on this instrument. He has the chance to hear the
big-league baseball scores, and the national political conven-
tions, as well as the regular radio programs. And, in addition
to the finest radio on the market, he is practically getting a
Victrola free. The value is right there before his eyes.

Order your samples now. They will provide a powerful stim-
ulus to your summer sales. For experience has proved Victrola
Radiola combinations can be sold during the summer months.

— e ———
COMPANY., Camden, N. J., U. S. A.
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Last-Minute News of the Trade

Otto Heineman to Devote Entire
Time to Okeh Phonograph Corp.

Prominent Member of Industry Resigns as President and General Manager of the
General Phonograph Corp.—Has Had Long and Successful Career in Industry

Otto Heineman, internationally prominent as
one of the foremost members of the phonograph
industry, announced to the trade this week that

Otto Heineman
he had resigned as president and general man-

ager of the General Phonograph Corp. in
order to devote all of his time in the future to

J. B. Price R;s_i;gﬁs R
From Stevens & Co.

Has Been Identified With Phonograph and
Radio Industry for Many Years—Is
Well Known From Coast to Coast

J. B. Price, identified with the phonograph
and radio industry for many years and for the
past several years secretary of Stevens & Co.,

J. B. Price
New York, chairman of the board and in charge
»f sales and advertising, resigned from this or
anization on June 1. Mr. Price is now taking
a short rest preparatory to spending a few days
at the Chicago Radio Show

Prior to joining Stevens & Co. Mr. Price was
sales and adve ing o rer for N. & K. loud

speaker products and before that time occupied
important e posts in the phonograph
industry. wde contact was gained

from his 1e Diamond Match
Co.’s juvenile division Harper Bros.” Bubble

Books. While identified with this company Mr.

the Okeh Phonograph Corp., which is the sales
agency for all phonograph products of the sub-
sidiaries of the General Phonograph Corp. The
Okeh Phonograph Corp., of which Mr. Heine-
man is president, is a subsidiary of the Colum-
bia Phonograph Co. and has attained signal
«uccess in the merchandising of Okeh records,
Heineman motors and Okeh steel needles.

The General Phonograph Corp. is a holding
company controlling the General Industries Co.,
Elyria, O, and the General Phonograph Manu-
facturing Co. In offering his resignation to the
d.reciors of the General I’lionograph Corp. Mr.
Hememan commented upon the fact that the
General Industries Co., of Elyria, O, and the
General Phonograph Manufacturing Co. of New
York are both ably conducted by experienced
and prominent specialists in their respective in-
dustries—namely, A. G. Bean of Elyria and
John M. Dean, Jr., of Putnam, Conn. Mr. Bean
1s one of the recognized leaders in the manu-
facturing world and under his direction the
General Industries Co. has achieved interna-
tional success. Mr. Dean has been identified

(Continued on page 150)
Price visited jobbers and dealers from coast to
coast and he numbers among his business and
personal friends the leading wholesalers and re-
tailers as well as the foremost executives in
the music industry.

In addition to his phonograph and radio ex-
perience, Mr. Price is equipped with a fund of
general merchandising knowledge and dealer
and jobber contact obtained from seven years
with Robert H. Ingersoll & Bros., the famous
watch manufacturers. “J. B.,” as he is familiarly
known to the industry, is recognized generally
as one of the most competent sales executives
in the radio field and he has a host of friends
throughout the industry.

NEM A Radio Section
Holds Its Convention

Annual Convention of Radio Section of
National Electrical Manufacturers’ As-
sociation Meets in Chicago

CHicaco, Itr, June 8 —The radio division of
the National Electrical Manufacturers’ Asso-
ciation held its annual convention at the Drake
Hotel, lere, starting on Monday. In the morn-
mg of the first day the various committees
met and during the afternoon the transmitter
section of the organization held its session.
The first merchandising council gathering took
place on Monday evening with a discussion of
cales and advertising costs. Addresses were
made by Thomas F. Logan, chairman of the
Radio Committee of the American Association
of Advertising Agencies, and F. M. Nicodemus,
treasurer of the Commercial Credit Co.

The vacuum tube section held its meeting
on Tuesday morning, June 5, and followin
luncheon the first general session of the radio
division was held, with talks by Alfred E.
Waller, managing director of the association;
C. W. Hough, president of Wired Wireless
Inc, and Dr. Herbert E. Ives, television en-
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gineer of the Bell Laboratories, Inc. The
sccond merchandising council session took
place during Tuesday evening, with addresses
by J K. Utz, of the Kellogg Switchboard and
Supply Co.; C. W. Abbott, of the Rome Wire
Co., and Powel Crosley, Jr.,, president of the
Crosley Radio Corp.

The power supply section held its meeting
on Wednesday morning, June 6, and was fol-
lowed in the afternoon by the first session of
the receiving set section. The merchandising
council met again on Wednesday evening, with
addresses by Frederick P. Vose, R. L. Duncan,
president of the Radio Institute of America,
and C. H. Pfingsthorn.

The receiving set section held its second
meeting on Thursday morning, June 7, and a
general session was held in the afternoon,
featured by talks by Dr. Alired N. Goldsmith,
chief broadcast engineer of the Radio Corp,
and Roy H. Manson, chief engineer of Strom-
berg-Carlson Tel. Mfg. Co. The annual banquet
was held on Thursday evening, with Congress-
man Clyde Kelly as the principal speaker.

The annual convention of the other sections
of the National Electrical Manufacturers’ Asso-
ciation are being held at Hot Springs, Va,
during the period of June 6 to 15.

Kellogg Co. Adds
to Its Organization

W. E. Conners Gets Part of Illinois and
Indiana—B. H. Darst Covers Ohio and
Parts of Five Other States

The Kellogg Switchboard & Supply Co., Chi-
cago, manufacturer of Kellogg AC radio sets
and AC tubes, has appointed W. E. Conners as

representative in the northern Illinois and In-
diana territory. Another addition to the Kel-
logg force 1s B. H. Darst. He will represent
his firm in Ohio and in parts of Pennsylvania,
West Virginia, Kentucky, Indiana and Michi-
gan,  Mr. Darst has spent several years in
specialty sales work with distributors and deal-
e¢rs. He has successfully filled the position of
crew manager, handling sectiona] sales for a
well-known household article. He has also mar-
keted specialty products for a large department
store. Dealers in Mr. Darst’s territory will be
able to present their retail problems to this new
representative and profit from his experience.
The Ossining branch of the Dunlap Music
Store, Peekskill, N. Y., has been closed.
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New York
67 W. 44th St.

tion of each type.
Qur radio cabinets this season, which we believe will be the outstanding
line, again are the ultimate in cabinet artistry.
Visit our display booths Nos. 112 and 113 at the Second RMA Trade
Show, Hotel Stevens, Chicago, June 11th-15th, 1928.

National Sales Agcuts

Tops and ends are 5 ply faced with well
figured Walnut. Doors are V-matched im-
ported English Pollard Oak overlaid with
heavy walnut scroll panels and ornamental
wood mouldings. rimmed with orna-
mental solid hrass knobs. Executed in a
lacquer of a dull, close bodied finish to
harmonize with this particular design
Size of cabinet-—-\Width 27%2”, depth 18”
height 5034”.  Shipped securely packed in
plywood container. Shipping wcight—ap-
proximately 136 pounds. Equipped with
R.C.A. cones.

uperior Radio Cabinets for the coming season reflects the
skilled craftsmanship and artistry in radio cabinet furniture that has
established for itself an outstanding name during the radio season of

The above photograph illustrates just one of a varied selection in the
Superior Line, and is done in many periods, following out in detail the tradi-

SUDEDIOD CABINET COMDANY

MUSKEEGON MICHIGAN

Chicago

STUDNEDR BROS.. INC. 28 E. Jackson Blvd.



Last-Minute News of the Trade

Carryola Features
Three New Portables

Three New Models and a New Power
Amplified Electric Portable Announced
—Contain Many New Features

The necw line of Carryola portable phono-
graphs, manufactured by the Carryola Co. of
America, Milwaukee, \Wis.,, containing many
new features and developments, is making its
initial appearance as the June issue of The
World goes to press. The new Carryola line
features threc new por<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>